ough Proofs 


Russ Tolg says WCAU is giving 
umbrellas to clients and friends 
to stress its broad listening area, 
and he wonders what stations are 
promoting the idea of blanket 
coverage. 


“Pollers condemn use of polling 
as foot-in-door,” the story says. 
But don’t the researchers ever 
start the interview by suggesting 
they’re Fuller brush men? 

see 
Progress has come to Atlantic 
City. You can now get a ride on 
the board walk in a chair powered 
not by shank’s mare but storage 
batteries. 


One way to solve the talent 
problem is to follow Vacuum 
Foods’ example. They made Bing 
Crosby a director and then per- 
suaded him to supply a transcribed 
radio program. 

see 


A Minnesota monument com- 
pany uses an outdoor display tc 
“Drive carefully—we can 


The market potential is plenty 
high already. 
zee 

“He’d never guess she ate onions 
for dinner.” 

And of course she wouldn’t have 
dared eat ’em without Breath-O- 
Lator. 

gee 

The new typographical style of 
AA had some of the readers guess- 
ing as much as when Momma came 
in wearing the New Look. 


Bobby Feller pitched a three- 
hitter against the Red Sox and 
moved the Indians into a first 
place tie, so all is now forgiven. 


“Opportunity for an account 
executive who likes to work,” the 
ad says, but some pretty good per- 
formances are put on by those 
who work even when they don’t 
like it. 

aes 

In its Chicago television story 
AA gave Mayor Martin Kennelly 
the Christian name of his prede- 
cessor in office, Ed Kelly, proving 
that even Post publicity doesn’t 
take the place of a good local di- 
rectory. 

aes 
j A Partridge & Anderson ad 
| §Showed Maurice Needham at 25 
emonstrating the merits of a 
\xon six, but maybe NL&B isn’t 
interested in an automobile ac- 
count. 


“Na 


a | 
“Pie crust mixes,” reports the 
world’s greatest advertising jour- 
nal, “ready for major fight this 
fall.” 
With rolling pins at three paces? 
gee 
The FTC has sued Canadian Ace 
Brewing Co. for $735,000 because 
0! its musical commercials, and it’s 
rd to believe they could have 
been that bad. 


ha 


Copy Cus 


12 Advertisers 


Support Unique 
IGA Contest 


Cuicaco—Twelve leading adver- 
tisers of food, soap, cleaner and 
floor wax will participate with 
the Independent Grocers Alliance 
in a national contest, beginning 
Nov. 4, to push 24 brands mar- 
keted by these companies. 

The contest, announced to 500 
retailers and wholesalers attend- 
ing IGA’s fall sales conference 
here last week, is billed by IGA 
as the first such contest ever 
backed by a diverse group of 
manufacturers and processors of 
grocery items. 

Some 4,300 prizes totaling $125,- 
000 in value will be offered, in- 
cluding 50 Westinghouse Laund- 
romats, 250 Westinghouse electric 
roasters and 4,000 IGA food cer- 


| tificates of $25 each. 


a IGA declined to say specifically 
how the contest will be financed 
but it was apparent that the cost 
will be borne largely by IGA re- 
tailers. The preliminary draft of 
a brochure that IGA wholesalers 
will-send to retailers..says_ that 
cost of the promotion to each re- 
tailer will be about $20. With 
4,850 IGA retailers participating, 
they would contribute nearly 
$100,000. 

The balance probably will be 
paid for by the wholesalers and 
possibly by the 4,000 or more ad- 
ditional retailers served by IGA 
wholesalers without use of the 
IGA store name. A check of sev- 
eral of the national advertisers 
participating revealed that they 
are not paying any of the prize 
costs. 


a The contest, which continues 
through Dec. 10, works like this: 

IGA’s 100 wholesale houses and 
4,850 retail stores will run news- 
paper ads of various sizes up to 
full page announcing the contest 
to consumers about Nov. 1. 
Entrants will be required to un- 
scramble six scrambled names 
among the 24 brands listed in the 
ad and to complete a jingle on the 
quality of IGA stores. A box top 
or label from one of the brands 
must be turned in with the entry 
at an IGA store. More than one 
entry may be submitted. 

None of the brands compete 
with brands of other companies 
participating. Companies and 

(Continued on Page 65) 


$50,000 Wanted... 


to make data available. 
See ‘In Washington’, 
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There's a Thaill in eccompliss roe” i 
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DEPENDABLE—The first magazine ad for 
Kaiser-Frazer Corp.'s ‘49 Kaiser, in 11 
publications, compares the dependability 
of the car with Bonneville Dam, built by 
Henry J. Kaiser and others now serving 
with his auto company. Morris F. Swaney, 
Inc., is the agency. (Story on Page 6, 


Steam-0-Matic 
Iron Price Cut 
by New Producer 


Kansas Ciry—Rival Mfg. Co. 
last week announced a price cut of 
almost 10% on its newly-acquired 
Steam-O-Matie iron, which it 
plans to promote with extensive 
newspaper and magazine advertis- 
ing, starting in October. 

Company officials said, mean- 
while, that prices on all other pro- 
ducts will be held at present levels 
“so long as it is humanly possible 
to do so.” Besides the Steam-O- 
Matic now in production, Rival 
manufactures such popular house- 
hold devices as the Juice-O-Mat, 
Broil-O-Mat, Can-O-Mat and Ice- 
O-Mat. 

The Steam-O-Matic formerly 
was produced in Sandusky, O., and 
Bridgeport, Conn., plants by Wa- 
verly Products Corp. Rival ‘pur- 

(Continued on Page 68) 


September 27, 1948 
Volume 19 « Number 39 
15 Cents a Copy * $3 a Year 


CHICAGO * Published Weekly at 
100 E. Ohio St. * DE. 7-1337 

NEW YORK 

330 W. Forty-Second St. * LO. 4-2737 


FCC Apparently Ready 
to Widen Video Band 


Sterling Sees 
$15,000,000 Bag 
for Premium Ads 


Says Giveaways Can’t 
Last; Premiums Will 
Outlast Contests 


New Yorxk—An estimated $15,- 
000,000 will be spent during 1948 
to advertise premiums for cash on 
the radio, in magazines and other 
media, John Sterling, publisher of 
This Week Magazine, and a direc- 
tor of the Advertising Council, pre- 
dicted last week. 

Mr. Sterling spoke before a 
session of the Premium Advertis- 
ing Association of America, which 
sponsored the Premiums and Ad- 
vertising Specialties Exposition in 
the 7lst Regiment Armory here 
Sept. 20-24. 

“If you can safely multiply the 
first six months’ figures by two,” 
he said, “in order to arrive at a 
year’s figure, then we can state 
that in 1948 $820,000 will be spent 
on self-liquidating premium ad- 
vertising in the syndicated Sunday 
magazines—This Week, The Amer- 
ican Weekly and Parade; that 
$550,000 will be spent in Puck, the 
syndicated comic supplement; that 
$300,000 will be spent in the eight 
leading magazines. The total of 
a million and two-thirds probably 
justifies an estimate around $3,- 
000,000 for advertising in publica- 
tions. And almost all of it is in 
color.” 

Mr. Sterling reported that these 
figures are at least double the fig- 
ures for the same publications in 

(Continued on Page 56) 


Last Minute News Flashes 


Bill Eddy to Direct Meredith Television 


Des Mornes—Capt. Bill Eddy, president of Television Associates, 
Chicago, was retained last week by Meredith Publishing Co. as director 
of its television activities. Meredith, publisher of Better Homes & Gar- 
dens and Successful Farming, hes one video station under construction 
in Syracuse, N. Y., and applications pending for channels in Rochester 
and Albany, N. Y.—the latter in partnership with Champlain Valley 
Broadcasting Corp., operator of Station WRWR, Albany. Captain Eddy 
recently resigned as director of WBKB, Chicago, after nine years with 


that video station. 


Trane Co. Names Tatham-Laird as Agency 

La Crosse, Wis.—Trane Co., manufacturer of heating and air con- 
ditioning equipment, has appointed Tatham-Laird, Inc., Chicago, to 
handle its account. The company plans an aggressive 1949 campaign, 
with the major emphasis on convector-radiators. 


Reavis Joins Federal as Account Executive 

New YorK—B. A. Reavis, formerly with Lynn-Fieldhouse. Wilkes- 
Barre, Pa., on the Carr-Consolidated Biscuit Co. account, has joined 
Federal Advertising Agency as an account executive. He was formerly 
with McCann-Erickson on Coca-Cola International, and with D’Arcy 


Advertising Co., St. Louis. 


Pertussin Ads to Run in 650 to 700 Papers 
New Yorx—Seeck & Kade will begin a fall drive for Pertussin cough 
medicine, Oct. 4, with copy in 650 to 700 newspapers. Radio announce- 


ments also will be used in major markets. 


the agency. 


Erwin, Wasey & Co. is 


(Additional News Flashes on Page 69) 


Color Advocates Report 


Progress; Want UHF 
Bands Protected 


WASHINGToN—After hearing top 
technicians, manufacturers and 
broadcasters during a week of in- 
tensive investigations, FCC ap- 
peared determined last week to 
rush revision and expansion of 
the television band, before the 
public and broadcasters sink ad- 
ditional millions into an admit- 
tedly inadequate system. 

Everyone agreed that televi- 
sion has already outgrown the 12 
channels now being licensed and 
built into receiving equipment. 
FCC’s problem is to find more 
space without slowing up the 
growth of television, or fore- 
closing the eventual shift from 
the black and white (mono- 
chrome) to color systems. 


@ The consensus last week ap- 
peared to be that: 

1. Television should continue to 
use the existing 12 channels in 
the very high frequency band 
(VHF), at least for some years. 

2. Additional channels, to bring 
television to more Communities 
and to increase the number of sta- 
tions available to other commu- 
nities, should be provided in the 
ultra high frequency (UHF) band. 

Within the consensus . there 
were all kinds of divergent ideas, 
the most important of them com- 
ing from the advocates of color 
television. 


s Fearful lest the precious re- 
maining space in the ultra high 
frequencies be irreparably lost to 
the monochrome system, the ad- 
vocates of color, including FCC 
members and FCC staff engineers, 
brought out considerable informa- 
tion indicating that color tele- 
vision is nearly within reach. 

In an effort to reconcile oppos- 
ing viewpoints, FCC Chairman 
Wayne Coy suggested that it 
might be possible to allocate the 
ultra high frequency band in a 
manner making it usable for color, 
once that process is ready to go. 
(Monochrome sets tuned to these 
bands could receive color broad- 
casts in black and white.) 


# In view of the agreement that 
television is bursting its seams, 
it was widely believed that FCC 
will act within the next few days 
to halt the further processing of 
television broadcast applications 
until a decision is reached on the 
medium’s future. 

Virtually any change involves 
expensive adjustments for the 
broadcasters and the public, since 
the existing channels will be re- 
allocated, and the new channels 
in the little-known ultra high fre- 
quencies will be intermixed to 
provide better nationwide com- 
petitive coverage. 

Witnesses agreed that television 
set sales seldom hit full stride 

(Continued on Page 55) 
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Sample Retires; 
Some D-F-S Execs 
to Move toN.Y. 


Curcaco—J. G. Sample, vice- 
president and a principal of Dan- 
cer-Fitzgerald-Sample since the 
agency was formed in 1943, has 
retired, to take “a well deserved 
rest.” 

Mr. Sample was for two decades 
a partner of Blackett-Sample- 
Hummert, which long held many 
of the nation’s top advertisers as 
clients until it split up five years 
ago into D-F-S and Hill Blackett 
& Co. and Frank and Anne Hum- 


What Size Agency? 


John Orr Young says: 
‘Advertisers today give 
too much weight to 
size’. Want a small 
agency with big IDEAS? 
Write: 


Box 7114, Advertising Age 
100 E. Ohio St., Chicago 11, ill. 


mert branched out into radio show 
production. 

Mr. Sample’s resignation will not 
result in changes in the D-F-S 
staff or operations, agency spokes- 
men said last week. For some time 
Mr. Sample has served only in 
an advisory capacity. The agency 
will continue under its present 
name. 

H. M. Dancer, president, and C. 
L. Fitzgerald, vice-president, last 
spring rearranged their duties so 
that the latter could devote his 
time to directing the agency’s cre- 
ative work and planning, and Mr. 
Dancer could take on all account 
handling activities (AA, March 
22). 

D-F-S said last week that about 
20% of its Chicago staff of ap- 
proximately 200 people will soon 
move to New York, which now 
has about 150 on the staff. The 
shift, details of which have not 
yet been completed, will be made 
chiefly for more efficiency in ac- 
count handling. Executives on the 
General Mills and Procter & Gam- 


ble accounts will be among those 
going to New York, but many on 
those accounts will continue their 
work here. 

Mr. Sample’s home is in New 
York and Mr. Fitzgerald is ex- 
pected to move there “eventually,” 
but they will continue to operate 
from both offices. D-F-S also has 
offices in Toronto and Hollywood. 


CBS Appoints Allen 


George W. Allen, formerly com- 
mercial program director of the 
Columbia Pacific network and 
Station KNX, Los Angeles, has 
been named western program di- 
rector of CBS. He succeeds Hal 
Hudson, who resigned to become 
program director of KTTV, Los 
Angeles Times and Mirror-CBS 
video station. 


Carter Agency Names True 


Herbert True, formerly radio di- 
rector of Watts-Payne—Advertis- 
ing, Tulsa, has been appointed di- 
rector of radio and television of 
Carter Advertising Agency, Kan- 
sas City, Kan. 
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"The boss is all ears when they tell him how 
The Des Moines Sunday Register Covers lowa’’ 


But, after all, that’s a big earful—one newspaper 


blanketing an entire state! 


Yes, The Des Moines Sunday Register covers all 
reaches more than half the 
families in 81 of them... at least 27% in the rest! 


99 Iowa counties... 


Big circulation? You bet—500,000. Only nine 
cities have newspapers that top it. 


Rich market? Yes again! The Des Moines Sunday 
Register reaches 70% of the buyers in the state, 
and Iowa’s buyers spend nearly five billion dollars 


a year! 


How much? You get the whole market in one 
package for a milline rate of $1.70. 


PACKAGES 


THE DES MOINES 
REGISTER anv TRIBUNE 


A STATEWIDE URBAN MARKET 


RANKING AMONG AMERICA'S TOP 20 CITIES 


ABC Circulation March 31, 1948: Daily 368,703—Sunday 500,437 


Basic Member American Newspaper Advertising Network 


September 27, 1943 
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CIRCULATION—Here is the panel of experts at the circulation clinic of the Nationo! 

Association of Magazine Publishers convention in Spring Lake, N. J. Left to right: 

S. O. Shapiro, Macfadden; Lowell Shumway, McCall Corp.; Robert E. Haig, Hears:; 

Robert T. Messler, Crowell-Collier and moderator; Francis Pratt, Time; Oliver Klein, 
Standard Magazines, and Benjamin Allen, Curtis Publishing Co. 


DuMont to Start 
Full Daytime 


Programming 


WABD Will Add 
55 Program Hours 
To Weekly Schedule 


New YorK—DuMont’s “Window 
on the World” will open at 7 a.m., 
EST, starting in October. 

Last week Mortimer W. Loewi, 
executive assistant to the president 
of Allen B. DuMont Laboratories, 
announced that WABD will ini- 
tiate television’s first full daytime 
schedule early next month. 

The station will sign on at 7 
o’clock Monday through Friday, 
and will broadcast continuously 
until its usual evening sign-off 
hour. This will increase WABD’s 
telecasting week by 55 hours. 

“Radio needs daytime broad- 
casting to support itself; the same 
is true of television,” Mr. Loewi 
said. “Most stations are on the air 
at 10 in the morning with a test 
pattern anyway. Why not give the 
people who have been interested 
enough to buy a set something to 
look at instead?” 


= DuMont expects this move to at- 
tract advertisers who hitherto have 
not been interested in or able to 
afford television. The sales depart- 
ment will make a strong pitch for 
retailers who want to catch the 
customers’ eyes during store hours. 
It is also expected to be an in- 
valuable aid to television set deal- 
ers, who will be able to demon- 
strate how their receivers work 
with something more enticing than 
a test pattern. 

Taking a cue from radio, WABD 
will begin its day with clock- 
weather-temperature programs, 
against a background of music. 
These service announcements, 
which will show commuters how 
deep the snow—if any—is, will be 
repeated at regular intervals 
throughout the day. News broad- 
casts also will be scheduled fre- 
quently. 

Knowing that the average house- 
wife has something more to do 
than sit and watch her television 
screen, the program department 
has planned its shows so that in 
many instances the audio will 
carry the full story. However, the 
station is preparing a signal to 
summon the Mrs. from upstairs 
cleaning or kitchen cooking when 
something of unusual interest is 
on the video. 


® With the exception of the noon- 
time musical fare, designed to ap- 
peal to restaurant and bar cus- 
tomers, the telecasting day has 
been put together to please the 
distaff side of the audience. Among 
the programs to be offered: Set- 
ting-up exercises, hints on child 
care, shopping suggestions, wom- 
en’s club activities, house hunting 
and religious services. 

These daytime programs are 
available for sponsorship at the 


Class C rate of $100 for five min- 
utes and $500 for an hour. Produc- 
tion costs had not been determined 
at press time, but the programs 
are being put together as inex- 
pensively as possible. As an added 
come-on to low-budget advertis- 
ers, the station will offer what i: 
calls product demonstrations (how 
they will differ from one-minute 
announcements was not made 
clear) on the women’s programs, 
at $25 each. 

Commercial limitations now ap- 
plicable to its nighttime programs 
will not apply to this new daytime 
schedule during the first 13-weeks 
experimental period. 


Mohawk Plugs New Package 


Mohawk Liqueur Corp., Detroit, 
producer of liqueurs and brandies, 
has appointed the Detroit office of 
W. B. Doner & Co. to handle its 
advertising. Full-color trade pub- 
lication and consumer advertising 
will be used to introduce Mo- 
hawk’s new Fiesta ware, colorful 
ceramic packaging for many items 
in the line. The containers are 
adaptable for re-use as lamps, 
candle-holders, vases, etc. ’ 


Meredith Boosts Sullivan 


Edwin L. Sullivan, advertising 
sales manager of Better Homes & 
Gardens since 1944, has. been 
named advertising director of that 
magazine and of Successful Farm- 
ing, published by Meredith Pub- 
lishing Co., Des Moines, effective 
Nov. 1. C. A. Baumgart, who 
joined the company in 1917, will 
retire as advertising sales man- 
ager of Successful Farming. 


To Botstord, Constantine 

Crispie Potato Chip Co., Stock- 
ton, Cal., has named the San Fran- 
cisco office of Botsford, Constan- 
tine & Gardner to direct its adver- 
tising. 


WHY SOME 
ADVERTISING 
FAILS 


2. Too Many Cooks 


Some companies have an unfortu- 
nate way of spreading advertis- 
ing responsibility around among 
several people. Each cook has a 
tenacious attachment to the prod- 
ucts of his own brain. Generally, 
this results in improper integra- 
tion of effort and loss of effective- 
ness, 

A good way to resolve this diffi- 
culty is to call in the agency 
which has built a reputation for 
thorough, overall planning — for 
coordinating at the policy level, 
all the tools of advertising. 


‘7? BOESNH*T PAY 
TO ADVERTISE... 
uniess you do it right! 


JOHN MATHER LUPTON 
Co., Inc.» ADVERTISING , 


GRAYBAR BUILDING 
N. Y. 17, N.Y. 
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An Unprecedented 


Advertiser's 


So sure is The Mirror of its ready accep- 
tance by Los Angeles that it has based 


its initial advertising rates on a guaran- 


teed circulation of 100,000. 


The Mirror’s flat rate will be 25 cents 


per line ...a milline rate of 


$2.50. 


largest market, the chances of 
a bonus on that circulation 
during the first six months 
are limitless! Your guess 

is as good as ours on 


how big it will be. 
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Guarantee to 


e A guaranteed 
circulation of 


100,000 


¢ Rates comparable 
to established 
competition 


e No increase in rates 
during the first six months 
of publication 


You Win All Ways 


Mirror advertisers will pay only for actual circulation up to 


100,000 . . 


But in America’s third 


. and get a free ride above it! Rates will not be 
increased during the first six months, and any increase will be 


announced at least 60 days prior to change. 


Never before has a newspaper begun publication with such an ad- 
vertising policy as this. But The Mirror is a new kind of newspaper... 


for advertisers as well as readers! 


PAGE SIZE will be 5 columns by 200 


lines. 


Represented by 
OMARA & ORMSBEE, Inc. 


New York « Chicago 


Detroit « San Francisco 


MIRROR 


Los Angeles 
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Murphy Directs GOP 
National Promotion 


WASHINGTON—William C. Mur- 
phy Jr., veteran Washington news- 
man, who has been with the Re- 
publican National Committee since 
1945, is directing publicity for this 
year’s campaign. 

His corps of assistants includes: 
Ed Ingle, radio director; Zachary 
Taylor, editor of the “Republican 


News,” official party publication; | 


Charles Egenrood, senatorial cam- 
paign publicity; Arthur Hachten, 


congressional campaign publicity, 
and Bart McDowell, Frank Leon- 
ard and Mary Brownlee. 

Alden H. Kenyon, president of 
James A. Coveney Co., publishers’ 
representative, is serving as a vol- 
unteer adviser to the committee. 


Jack Mauder, account executive 
on leave from Dorland, Inc., heads 
promotion, and Anthony J. Russo, 
New York, veteran Dewey cam- 
paign worker, directs distribution. 


Mackey to Wheeler-Kight 
Richard G. Mackey, formerly 
with F. W. Dodge Corp., Sylvania 


Electric Products, Inc., and Duke 
Power Co., has been appointed an 
account executive of Wheeler- 
Kight & Gainey, Inc., Columbus, O. 


Blatz Brewing Shifts Three 
Hollis D. Kerr, head of the south- 
western divisional offices in Kansas 
City, has been appointed assistant 
to the director of sales of Blatz 
Brewing Co., Milwaukee. K. M. 
Olsen, in the national accounts di- 
vision, has been named to succeed 
Mr. Kerr in Kansas City and Eric 
B. Edstrand, who has held an east- 
ern sales post in the national ac- 


counts division, has been appointed 
manager of the new Atlantic di- 
vision. 


Names Canadian G-E 


Thomas A. Edison, Inc., West 
Orange, N. J., has appointed the 
Canadian General Electric Co. as 
exclusive distributor in Canada of 
all products of Edison’s instrument 
division. Assignment of the Do- 
minion territory to Canadian Gen- 
eral Electric marks a departure 
from Edison’s policy of direct dis- 
tribution of its aeronautical pro- 
ducts by its own sales organi- 
zation. 


FARM WHEELS ON MAIN STREET mean farm money in the local economy. 
Fewer farmers are now feeding the equivalent of 16 million more Americans 
than pre-war. Most of farmers’ current 22 billion in cash, bonds and banks 
will be plowed back into increased production and better living. For you? 


“we 
GUNA 


MALE “ 


iis 
iuvaé 


MAIN STREET INDUSTRY [like this small town world supplier) sends prod- 
ucts to the universe, builds ever increasing payrolls to buy your products. 
It will pay you—to find out what your city wholesalers are supplying to Main 
Street towns—and what Main Street dealers are selling of yours. 


Pathfinder 


America’s 2nd Largest News Magazine 
Ist on Main Street with 1,050,000 families 


on your map 


MAIN STREET, AMERICA is proud—and progressive. Over half our war 
veterans went back to start new businesses, new town improvements, new ideas. 


put Main Street 


With a population of 80 million people to serve, RETAILING is Main Street's 
big business— Main Street merchants are among your better dealers. 


Are you sticking enough red pins in the right 
places—the towns of under 25,000, where you’ll 
find today’s big sales and sound new prosperity? 
Over half the families in America live in these 
Main Street towns and on the surrounding 
farms. On the crest of seven straight years of 
record farm and town income, new products, new 
merchandising and a new standard of living are 
riding in to the 80 million people who shop there. 
Make sure you are distributing your selling 
messages among the farm and Main Street 
families with due regard to their full numbers and 
new buying power. Join the hundreds of leading 
advertisers who are staking their claim through the 
pages of FARM JOURNAL and PATHFINDER. 


FARM JOURNAL, INC., Graham Patterson, President 


Farm Journal 


BIGGEST in the country—with 
2,700,000 subscriber-families 


3,750,000 Families Who Buy on Main Street 


Advertising Age, September 27, 1948 


TAB Board Okays 
Plan to Resume 
Outdoor Audit 


New YorK—The board , 
Traffic Audit Bureau last wee 
approved plans to resume auditin 
of the circulation of outdoor ad 
vertising and further research o 
coverage and repetition of poster 
showings. 

First markets scheduled fc: 
auditing will be “major” markets, 
defined by TAB as cities of 50,00) 
or more population. The audit wi)! 
be extended as fast as outdoo 
plant operators are ready ani 
want to be audited. Like other 
auditing units, TAB requires that 
an operator first make a count, 
then TAB audits his figures. 

Extension to smaller markets 
will follow after major markets 
are complete—which TAB says 
hopefully may be by the end of 
1949. The short-count method of 
estimating traffic volume used by 
TAB before the war will again be 
used, plus a modification to im- 
prove the accuracy of estimates 
of pedestrian traffic. During 1939, 
its peak prewar year, TAB au- 
dited 130,000 panels in cities of 
all sizes. 

As for research, it will be aimed 
at determining the number and 
percentage of people in a market 
who are exposed during a 30-day 
posting period, and how often 
they are exposed. 


WFIL-FM Tries Out 
Multiplex System 


PHILADELPIA—Roger W. Clipp, 
general manager of the Philade!- 
phia Inquirer’s WFIL-FM, hailed 
as a success that station’s demon- 
stration of Radio Inventions’ new 
multiplex system here last week. 

Multiplex, developed by John 
V. L. Hogan, president of Radio 
Inventions, permits the simulta- 
neous broadcasting of FM sound 
and facsimile over the same fre- 
quency. 

WFIL-FM transmits an 8-page 
facsimile edition of the Inquirer 
each Friday from 3 to 3:30 o.m., 
EST. The special demonstration 
edition followed the usual format 
comprised of news, pictures, 
comics and features. Seven adver- 
tisers buy space in the weekly 
editions. 


Hurst Joins NATA 


Peter Hurst, formerly partner in 
Harrington, Whitney & Hurst, San 
Francisco and Los Angeles, has 

been appointed 
- to the newly cre- 
ated position o! 
director of na- 
tional advertising 
of National Asso- 
ciation of Trans- 
} portation Adver- 
. tising, Inc., New 
| York. 

Mr. Hurst w'!! 
assist in the de- 
velopment an 
effective use 
car card adve'- 
tising by national advertisers. 


Peter Hurst 


Hoover Junior Introduced 


Hoover Co., North Canton, © 
is introducing to dealers and sale: 
men for November sale a smalle:, 
lighter and more compact uprig! 
model, called the Hoover Junio 
The new cleaner will have mo: 
of the features of the standard 
sized models and will retail f< 
$59.95; with cleaning tools, $69.9: 
A campaign featuring the ne\ 
model will include one and two 
page ads in Better Homes & Gar 
dens, Farm Journal, Good House 
keeping, Ladies’ Home Journal! 
Life, Look and The _ Saturda: 
Evening Post. 


Merckle Appoints Chapin 


Don Chapin has been appointe: 
account executive of Harol: 
Merckle Associates, New York, to 
handle industrial accounts. 
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How Do You Stand With 
Chicago's Most IMPORTANT 
Million 


2222222 


NEW YORK: 9 Rockefeller Plaza 
LOS ANGELES OFFICE: Story, Brooks & Finley, Inc. 


Time and experiment are both great teachers. 


Over the years, advertisers have made countless experiments with media here _ 


in the Chicago market. 


From this costly trial and error process—this sorting over and sifting down 
—advertisers have learned. Experiment has translated itself into experience. And this 
experience gives to the Chicago Daily News a commanding position as a commanding 
advertising medium! 

So commanding that, for example, the Daily News in 1947 carried 2,742,304 
lines of grocery advertising —a MILLION AND A QUARTER more lines than the 


next competitive daily newspaper. 


The demands of grocery manufacturers and grocery retailers put an adver- 
tising medium to a severe test. Both demand rapid rate of turnover. Both demand 
volume. Both look to Chicago’s most IMPORTANT million for dollars and cents 


response. 


And they get it as the result of persistent advertising in the Daily News! 


Persistent, because profitable! 


How do you stand with Chicago’s most IMPORTANT million? That’s the 
No. 1 sales-question in Chicago. Ask a Daily News representative to tell you more 


about the reader-friends of this newspaper—these reader-friends who are Chicago’s 


most IMPORTANT million! 


CHICAGO DAILY NEWS 


For 72 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT. Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


624 Guaranty Building 


DETROIT OFFICE: 407 Free Press Building 
MIAMI HERALD BUILDING, Miami, Florida 
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Polaroid Augments 
Television Coverage 

Pioneer Scientific Corp., New 
York, maker of the Polaroid tele- 
vision filter, will sponsor the 
Thursday night wrestling matches 


* over the DuMont television net- 


work starting Oct. 21. The com- 
pany and its agency, Cayton, Inc., 
are attempting to clear time on 
four stations for the telecast. 

Pioneer already backs 15 min- 
utes of “Howdy Doody” Thurs- 
days over NBC’s East Coast net- 
work. Cayton is putting together 
a new minute film commerical 
composed of testimonials for the 
filter. This will be aired as a part 
of Polaroid’s continuous selective 
campaign, now running in the 
major video markets, starting 
early in November. 


“THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1}linois 


Philco Sues AT&T 
Over Radio Relay 


PHILADELPHIA—Philco Corp. last 
week took its case for the use of 
privately-owned television relay 
links for network programming to 
the United States district court. 

A suit was filed here against 
American Telephone & Telegraph 
Co. to test its right to shut off 
stations from network television 
broadcasting because they use pri- 
vately-owned relays to connect 
stations rather than those of 
AT&T. 

Philco and its subsidiary, Philco 
Television Broadcasting Co., op- 
erator of WPTZ here, allege that 
AT&T has twice refused to carry 
the broadcast of Dr. Roy K. Mar- 
shall. This program, sponsored by 
Motorola, originates at WPTZ and 
is transmitted to New York over 
Philco’s own relay. AT&T report- 


m@iediy shut the program off two 


weeks ago when WBZ-TYV, Boston, 
joined NBC’s East Coast network. 
Also to be affected was the Sept. 


23 West Point football telecast, 
which AT&T declined to send to 
WPTZ. As AA went to press, Phil- 
co was attempting to get a tem- 
porary injunction to enable its 
station to obtain the event. 

AT&T in New York said the 
question in dispute would come 
up before the FCC at a hearing 
on Sept. 28. The company’s policy 
is not to make interconnections 
with privately-owned facilities 
covering a route parallel to its 
own because of economic and 
technical reasons, AT&T said. 

A sizable share of television’s 
limited network facilities at pres- 
ent is privately-owned radio re- 
lay links. 


Lewin Appoints Straus 

David Straus III has been ap- 
pointed radio and television di- 
rector of the New York and New- 
ark offices of A. W. Lewin Co. 


Michel to Weiss & Geller 


John D. Michel has been ap- 
pointed television director of Weiss 
& Geller, Chicago. 


theme, 


Kaiser, Frazer 
Cars Will Have 
Separate Drives 


(Picture on Page 1) 


Detroit—Kaiser-Frazer Corp. is 
radically altering its advertising 
method. Besides signing Walter 
Winchell for his Sunday ABC 
newscasts beginning Jan. 2, the 
auto maker is changing to sepa- 
rate newspaper and magazine 
campaigns for the Kaiser and the 
Frazer makes. 

The Kaiser newspaper drive has 
opened with copy in newspapers in 
1,000 cities and in 2,000 weekly 
newspapers (including a full-color 
ad in the Milwaukee Journal). 
Mostly full pages, the ads carry 
announcement of the 1949 models; 
copy stresses the car itself and the 
“103 new features for 


SOLID CINCINNATI 

READS THE 
CINCINNAT| 
ENQUIRER 


“I guess they’re studying ‘media’ in his advertising course!” 


ALSO WORTH STUDYING: 


@ The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


@ The Cincinnati Enquirer has the lowest milline rate in 


Cincinnati. 


@ The Cincinnati Enquirer carries more advertising linage 
than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc, 
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1949.” The Frazer announcemen: 
will start next month. 

Kaiser magazine and farm pub- 
lication advertising will spotligh: 
engineering and production, bring- 
ing out the unusual story of the 
group of men who formed around 
Henry J. Kaiser some years ago 
and helped build Grand Coulee 
and Bonneville dams, Navy tank- 
ers, escort carriers and Liberty 
ships. 


® The initial Kaiser magazine and 
farm paper ad shows the product 
against a backdrop of Bonneville 
Dam and copy points out the de- 
pendability of each. The ad wil! 
appear in The American Weekly, 
Business Week, Capper’s Weekly, 
Collier’s, Country Gentleman, 
Harper’s Bazaar, Nation’s Business, 
Newsweek, Life, Time and Vogue. 

The later Frazer announcement 
will run in the same publications, 
but thereafter the two makes will 
be advertised in different groups. 
The Kaiser ads will run in The 
American Weekly, Business Week, 
Collier’s, Life, Nation’s Business, 
Newsweek, The Saturday Evening 
Post and Time; Frazer ads will run 
in Harper’s Bazaar,.Ladies’ Home 
Journal, The New Yorker and the 
SEP, and ads will alternate in 
Country Gentleman and Farm 
Journal. Frazer ads will stress 
styling. 

Both makes will be promoted 
over the Winchell program. In ad- 
dition, selective (spot) announce- 
ments will be used on 90 stations, 
some factory and some dealer 
sponsored. Morris F. Swaney, Inc., 
handles space advertising, and 
William H. Weintraub handles 
radio. 


® A company spokesman explained 
that the separation of advertising 
on the two cars resulted from dif- 
ficulty in describing cars of such 
wide price ranges in the same 
copy. “Our main purpose is to at- 
tract persons to the sales rooms of 
our dealers,” he said. “We think 
we can best achieve this end by 
two separate and distinct advertis- 
ing programs.” 

He added that the move is also 
a preparation for the addition of a 
new low-price model within the 
next 18 months. The coming 
model will compete in the Ford- 
Chevrolet-Plymouth price field. 

K-F’s 4,000 dealers have re- 
ceived new ad mats and trans- 
cribed radio material, and to aid 
dealers move used cars, the Kaiser 
drive will include a special news- 
paper campaign featuring a “Tro- 
phy Used Car Merchandising Plan.” 
Under this, cars are graded “good,” 
“better” and “best,” are recondi- 
tioned to specific standards and 
identified with stickers of different 
colors. The plan will break in Chi- 
cago first and extend nationally 
within several months. 


KAISER-FRAZER BUYS 
ELECTION COVERAGE 


Detroit—Kaiser-Frazer Corp 
will bring televiewers on the East 
Coast and Midwest election night 
news over the ABC network. 

The automobile manufacturer, 
through Morris Swaney Co., will 
sponsor election night telecasts on 
five East Coast stations and on 
seven midwestern outlets. The 
programs will originate at WJZ- 
TV, New York, and WENR-TY, 
Chicago. 


remember 
Business 
Assoc iat tes! 


7. oo te a ahs go aes a a. ee Se) a ality iat na teat Say or eee =a aes oo > ae cea en CP ae oi apa fitgs yt: ee ee ee ee eee ee Sy a ae ES est eee 5. eee ee & 
i, aed 4 pei : a oe bes is YE ee AG eee eg Ee —— Be? i . r al pieaed ee Saas Co, Sans” esos i 1% ee De a! ho, on ae ae Re eee 2 Oana ae Se a 
age 8 ea ae i ae te j ee ee i aah a ; as oe * sai ove ae oe ys ‘, i iy ieee en eee a a ‘ i ; ; : i 2 . : a eee 

— 
. ‘ 
; 
: 
ce. 
: 
Pg 
, | 
‘ ; 7 +" ie ee BRR on nine od 
: See pa 
| HING 
. ig ee MINEO | | ees 
| % - oe | 
| | | ee Pe 
He; - | | 
P ‘ 
EE 
: . ; ~~ " . ’ i , 
' 4 
- . 4 
. a A F a Y 4 
Xs - ay Wi ‘ s j 
¢ 7 4 a ‘ ag we 
mi || jie - ¢ } Bis 
y ’ >> : ~~. — 
ey . . % 
; : ee) j 
4 é } YY kK ’ “ti 
J *.. 6 
j rer og ti A : 42) m ; 
; La — SE- : Eo 
; | ae eae a. 4 oe Ba lil i A 
: fl . af 

' a» : : 

mas i DES, 

. cee ae a be Ve. ae meee oy = ——} (i... ae 

nae % \ tal WW oe St tt 7 : / - . 
: aan i}! ; » iw It a gag . \ Se SAE ee eam iS k. ; / ae amie: / 
VURAL Seer NY enews <— ee Sa Santas | 
‘a RP / fr = \ se Does : a aa ee de 
: Y Wi ‘ \\ f / fs V4, yas Boers eer \ \ | Soma 2 say Tae oe es | =m | 
\ Se Hiv: j iy “si, Yy ts pial 2, : - j ea ek? ; 
: \ ee EA SS ae ae fy, ‘SS al ~ a a : ‘ 
. ee ‘ (. Ly Te e: eae - / la 
\\\ Wee 1b ; VISSSBA LS. Se near a es ‘ : ss csi j 
| RR DS | 4, Oe fp = 9 a a eal iat ny Nol - . 
Hh ‘ " Ys 4 G ta ape $a P - 3 -—— =. - of, ~~ E o . } : — ss = i * 
\ ‘ } ie A 4 Ma ve Ba nent <n aaa eee tienen te odie ? 
Wa GE }) a ; -_ ee Oe | 
: da fgg © = ee oa | 
' } hy i ti Wi hg ef ga . ner — 3 , wg Zi ———, ————_ _ 
oN) Fee a? | ae ole aa f Se = 
/ eS. Yue 9 a. 
i Gh SPE oe eG mann ace Ss 
f oe ‘EF te 7 % heise ve a : 
i gee ‘ “ ————_ eRe : ae i eat 7 “i ink te ‘ ‘e 
: f “of ‘aig hes cad om a oS PAS. ‘ c 
i re ys a { _— iff 2. (sere Sea 4 
—— 2 : Me a ——— | 1 
GY 4 a | 8 aN, } 
ga y rm j} , % 
' SE 4 i 2 BAY fa! AGES 4 ¢ f 
1 ae HEAg| 2) ii o ~ " : | ae 
t fy . + ie : ee part : "% (% 
| Af = pt ce p : ie a , j | ft 
y ji, ao , Ee = eg 4 , 

; ig if wy) ti : = i} p 

" ' / ; ; 

i | Mp VAD aa “SY . ~S / 

: ff i Ja] . —o \ y ~) x AWN 

TT hie) . ; hy aes 2 
td Ss eee... a V Z xy hn ; ij eae < * = 
= iii aR rm y \ : See oh of 

; Vo ae . ATS | ES a a Mes it 

hpi oa Vay oe. eee a i : 
: ee ee N ate gaat oe oo ‘ a a aa <i 
: Po eas >>. fs ae BLL Se a Nae y Ai ‘ boa. Pili si 
ih i ie La ‘ \\ : ae a ies " i Fim ty F a } it ne i tH ty a 
re Pia "7 a f 1 A a or etd ee bites Aa ee ey 4 iS 5A 
i ves ore Ne i ‘ \ \ . iy al oe, hi a $ Fe Hy Late 73 . | } ? i il at ay : bil + tet i ve t ; int | 
ayy oe A Ra ah, ak ioe a] ale Mee ey ey ; it ; 
| ie AC a a \e— a tS eee tw EY I fos | Spy Hy ae ‘ 
Pst tet ee . a\ Baer, > ye Rete < -. * " “iy f my baeeert’ Ais) ms, re 
, . hn ) Ley Po an ag J | — 
Saar oot oS : LA Pe. Fe. ee are ee ae ge | geared ae aa . 
Pee ee ae se ose Pie. ee |S” oe ee a | re a 
ro +o aya. es Jt pice be A vg = q iD a. . uA 1g 
J ‘ lea? = ; a) . oF os a . i ae | | aa 
“ A iN a  ——— * Ae eee a —) 
ee, A: , r : ; ee fit as i 
ake ; - ; int : Bb phe i} J ae .* 
F AS RN i - _— eae PR - ; / ttt S . ae 
. ot ilin &, Xe a. =z =. ne ee hi) |), mf] | A cae. "ae j 
3 ~— i Areas nes ae: ; . pe fk toi aes 7 ae ti PZ “ ae . as a j 
‘ak was, fo) ed Sse j Sand vy j 
\ oe ee : i 7} : o, ee a y 
~— i : SN we es ‘ ¥s . ures ey ae FF ; 4  ) ek he ‘ » - 7 
a ae - vie) ae iy be eu ’ 
S—<—. 7 -- “sae ae — i 
= = lS 4 eae’ Ba iit ~ te 3 . one i 
: ——————, ee = : 2 yee 
: aa - o>. > .- to = - j 
) : * TA - 4 “yy $ ah riot hg ne fi SS hl , do. 
" : = : eee E > : at 
me ~~ See —_ , 
i : ele or: 535 ee o : = , all 
’ as aii wee eel i! = 
: va ve sini oo 6 ae ; 7 = AL - i 
oo A | ith 
ey \\ | ” 
pe nat 
— a a i ia mee ow ‘ 
pla 
eee ae ag = 
: 
Vf 
. “ f ’ 3 Nw 
ens ed ar Nia 
e i. nd 
with .* LD > 
a Ch e 
FLOWERS $e : 
— 9 ren és 
yf os 
ee / 

Be = . . 4 ” : 4 Fee. , ; . : ¢ ; e. 4 ie me) ah She ie I Z Lister ead tee ; ee ee ase i i ; a ’ 

Sse ace Be reer , . RRS RY ah cae Sie vem ie a oF pe teins at hg era PS sey + t ox whe? oak eng HORS eet ae os REA ie . ed UN ade oe use. ; fot gt ts ba b RY te oe < Meath toa ee ae We er se Le ease ney ‘ Se ke apo * ae es 


a 


ee re 


Your displays can be as fine as 


27, 19438 
ncemen: 


rm pub 
spotligh: 
1, bring- 
y of the 


: —— ‘GOLDEN SPIKE’ 


zine and 
product 
nneville 
the de- 
ad will 
Weekly, 
Weekly, 
tleman, 
Susiness, 
| Vogue. 
ncement 
ications, 
kes will 
groups. 
in The 
s Week, 
susiness, 
Evening 
will run 
s’ Home 
and the 
nate in 
| Farm 
l stress 


if you call in 


FOR YOUR CREATIVE 


Lithographic Advertising 
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nounce- 
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At the recent Point of Purchase 
Advertising Institute’s symposi- 

um, George Mosley, advertising c 
manager of Seagram Distillers 
Corporation, stated in his ad- 
dress: ““The Golden Spike cam- 
paign probably is as significant, 
as elaborate, as fully ‘rounded-out’ a promotion as Seagram’s 
has ever launched on a single product?’Mr. Mosley declared 
that by “rounded-out” he meant the complete utilization of 
the combined skills and creative talents of the advertising 
department, agency and lithographer. 


Special Offer 


To qualified advertising executives — agencies 
or manufacturers other than distillers—we offer 
a complete, informative package containing a 
“good,” ; - reprint of Mr. Mosley’s speech, The Gold Book, 
econdi- ee eee ‘ ns a portfolio in color outlining the entire cam- 
ifferent aig, os F In HORE THAN 300 YEARS ‘s paign —consisting of displays, maga- 

reer seems zines, newspapers, etc.—and a com- 
plete full size lithographic sheet. 
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“Golden Spike” Window and Interior Display Sets 


Created and Manufactured by Palmer Associates. 


Corp 
he East og 
n night 
ork. 
acturer, 


‘o., will ee 


aed co YOU CAN BUY 10,000 exceptionally fine Win- iliin Decieaielii AA 
tt WIZ dow Display sets for approximately $2.50 each. We do it | on East 42nd Street 

| all—the original ideas, finest art work, best 8-10 color | New York 17 N.Y 
——-| lithography, top quality mounting. (Smaller quantities ei 
naturally at a higher unit rate.) No finer lithographic dis- | We are interested in your kind of service and we would 
plays are made. We take the mystery out of lithography | like to receive your Seagram “Golden Spike” package. 


and make it easy to buy. 


NAME..... TITLE 


af 
A —s PALMER ASSOCIATES [aa 
iS _ Lithographic A eons a _— 


CITY... ZONE STATE 
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Mills Book Shows 
Few Labor Leaders 
Plan Far Ahead 


New York — The least that can 
be said for C. Wright Mills’ book 
on labor leaders, “The New Men 
of Power,” is that it contains a 


JOIN PACKAGES THIS WAY: 


Combination sales of boxes, cans, bottles 
quickly joined together with Mark 'Andy 
Scotch Tape printed with your advertising 
message. Makes production easy. Sells your 
products. FREE samples. Write Mark’ Andy, 
Inc. of St. Lovis 22, Mo. Do it now. 


SCOTCH 


FOR 
2 for 1 
SALES 


PRINTED 


wealth of information about union 
chieftains. 

That is also perhaps the max- 
imum that can be said for it by 
most readers, for Professor Mills’ 
323-page study is a witty, incisive 
attack on nearly all “political pub- 
lics” except the non-Communist 
far left. And although strongly pro- 
labor, the author considers AFofL 
leaders mostly reactionary and 
CIO heads as pursuing policies 
leading to eventual self-destruc- 
tion at the hands of a coming cor- 
porate state. 

“The sophisticated conservatives, 
represented by magazines like 
Fortune and Business Week,” he 
believes, will probably achieve 
their alleged goals of controlling 
government and imposing a per- 
manent wartime economy. 

Chief value of the book to those 
dealing with the public, personnel 
or labor generally, lies in data un- 
earthed by the author, a Columbia 
University professor, through his 


polling of labor leaders on their 
attitudes and plans. 

He shows, for example, that of 
225 AFofL leaders questioned, only 
29% think business is out to break 
unions, while 41% of 177 CIO 
leaders think so. Asked “ .. . do 
you believe that most U. S. unions 
have or have not any long-range 
economic and political program’,” 
only a third of AFofL national 
leaders replied affirmatively, com- 
pared with two-thirds of national 
CIO leaders. Breakdowns also 
show the types of goals aimed at, 
by background of union leader, by 
state, national or local position, 
etc. 

The book retails at $3.50. Har- 
court, Brace & Co. is the publisher. 


Paro Joins Mutual 


Tom Paro, formerly with Grain 
& Feed Journals Consolidated, has 
joined the sales promotion staff 
of Mutual Broadcasting System, 
Chicago. 
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Stecher-Traung Appoints 
Rode & Brand for N. Y. 


Stecher-Traung Lithograph 
Corp., Rochester and San Fran- 
cisco, has named Rode & Brand, 
Inc., New York, advertising mate- 
rials producer, to serve as its sales 
agency in the New York area. S-T 
will continue its New York office 
for servicing customers in the area. 


CBS-TV Signs Mennen 


Mennen Co., Newark, will spon- 
sor the “Quarterback Quiz” on 
CBS-TV as a pre-game warm-up 
for the Columbia University foot- 
ball telecasts this fall. Gil Fates 
will emcee the ten-minute show. 
Duane Jones Co., New York, is the 
agency. 


Sutton Joins Sutton 


Glenn W. Sutton Jr., son of 
Glenn Sutton, president of Sutton 
Publishing Co., New York, has 
joined the company, which pub- 
lishes Metal-Working Equipment 
and Electrical Equipment. 


wherever 


the s sit, 


there is the head 


Want to lift the sales of your product to the vast Industrial 
markets — in less time — at lower cost? There is a way. Find 
the men in each plant, who, when gathered around a table, 
exert the real leadership — regardless of their title. 


Look through the ranks of management in any industrial plant. 
Size all those men up. How many of them take the initiative in 
proposing changes or improvements? How many have sufficient 
understanding of the business as a whole to sell those of their 
associates who think only along departmental lines? A minority, 
perhaps, — yet they are the vital element ‘in every business, 


Those are the management men it pays you to reach —and sell. 
Cultivate them, and they will be your most powerful champions 
— the men who can actually do most of your industrial selling 
job for you in every plant that counts. They can be your inside 
salesmen, constantly working on all who must be sold. 


55,000 of these men of enterprise — are readers of Modern 
Industry. Its articles are specially designed for men of that 
special kind. They want to know more than their own specialty, 


of the table 


* Readers of Modern Industry, the magazine edited 
for enterprising management men. 


their own plant, their own industry, MI gives them that knowl- 
edge in an enjoyable, interesting, authoritative, pictorial way. 


We don’t know any other way to reach as many thousands of 
these enterprising management men, in so many industries, with 
less waste or as low a cost as Modern Industry gives you. Why? 
Because MI has little appeal for any other type of reader, 


Sales executives with “the instinct for the jugular” are using 
Modern Industry to tell the basic facts about their products to 
the men of enterprise in the top plants in every industry — to 
men who are the sparkplugs in those plants. It is paying them 


well, 


Wlotlerm 


The One Vital Paper For Your Big Industrial Selling Jobs. 


Published by Magazines of Industry, Inc. 
347 Madison Ave., New York 17, N.Y. 


Hotpoint Opens 
World's Largest 
Range Factory 


Cuicaco—Completing a $20,000, - 
000-plus postwar expansion pro- 
gram, Hotpoint, Inc., last wee 
formally opened the world’s lar. - 
est electric range plant. 

The new factory, with a floor 
area of 1,000,000 square feet, em- 
ploys mass production technique; 
and already is turning out the 
latest in electric cooking—the 
pushbutton electric range. It has 
a rated capacity of 12,000 ranges 
for an 80-hour week. Production 
facilities of the huge plant include 
nearly seven miles of overhead 
conveyors, an automatic body 
fabrication line, a 450-ton drawer 
press. and shipping capacity of 32 
railroad cars daily. 

The new range plant at Cicero, 
Ill., completes the expansion pro- 
gram which James J. Nance, Hot- 
point president, announced shortly 
after taking over direction of the 
General Electric affiliate in April, 
1947. It was finished, despite ma- 
terials shortages, in the 15-month 
period set for its construction. Mr. 
Nance, presiding at dedication 
ceremonies last week, praised 
the company-employe teamwork 
which made the program possible. 


s Other production facilities set 
up under the program include a 
dishwasher and electric water 
heater plant in Milwaukee and a 
new factory for the production 
of commercial electric cooking 
equipment, in Chicago Heights. 
At the Milwaukee plant, Hotpoint 
is developing a completely rede- 
signed electric dishwasher which 
will be shown to distributors and 
dealers next month. The _ 1949 
models employ a new drain sys- 
tem to simplify installation and 
cut costs. 

Hotpoint’s marketing depart- 
ment, in charge of Leonard C. 
Truesdell, is busy keeping abreast 
of the physical plant expansion 
by building a bigger dealer or- 
ganization. The company’s pro- 
jected sales volume for 1949 is 
considerably higher than that of 
1948, and new records may be set 
in its merchandising and adver- 
tising budgets. It is investing 
$5,000,000 on advertising this year. 


WCAU-TV, Philadelphia, 
Increases Rates 50% 


WCAU-TV’s new rate schedule 
—the second in the Philadelphia 
station’s history—includes average 
increases of approximately 50° 
over the old rate card. Class A live 
time—7 to 10:30 p.m., EST, Mon- 
day-Friday, and 1 to 10:30 p.m, 
EST, other days—now costs $30) 
an hour; Class A time for film 
shows is $225 an hour. The hour!; 
rate for Class B time—5-7 p.m, 
EST, Monday-Friday—is $270 live 
and $202 film. Class C time is $22) 
live and $165.75 film. 

WCAU-TV’s fall-winter schedu!: 
includes 17 new _ advertise! 
Among them are: Zippy starc! 
Whitman chocolates, America 
Stores and Chesterfield cigaret 


WFIL-TV Signs Supplee 


Supplee-Wills-Jones Milk Co 
Philadelphia, through N. W. Ayer « 
Son, will carry a_ seven-gam 
schedule of college football ove 
WFIL-TV, Philadelphia, this fal 
The company is a division of th 
National Dairy Products Corp. A/ 
erred Sept. 20 in referring to thi 
firm as Supplee Refining Co. 


James Fonda Joins CBS 


James Fonda will join CBS 
Hollywood, Oct. 15 to assist wit) 
the handling of the Amos ‘n’ And) 
show. He was formerly radio pro 
duction manager in the Chicag: 
office of Foote, Cone & Belding. 
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advertising men thoroughly seal promptly 
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e€cause you cover everything O importance fo 


I read 

every issue of 
Advertising Age 
very carefully’ 
Says 


WESLEY I. NUNN 
Advertising Manager 


STANDARD OIL COMPANY OF INDIANA 


WESLEY I. NUNN 


One of the leading advertising executives in the oil industry, 

Mr. Nunn came to his present position in 1936 after an intensive 
apprenticeship served in an advertising agency, an automobile agency, 
and two oil companies. A pilot in World War I, Mr. Nunn served in 
World War II as chairman of District 2 subcommittee of the product 
conservation committee of the Petroleum Industry War Council. In 
this and other capacities he headed every gasoline, automobile, tire and 
fuel-oil conservation advertising program of the petroleum industry in 
the middlewest. Since the war, he has served as president of the 
Chicago Federated Advertising Club, as a director of the “Off-the- 
Street-Club”, as chairman of the national fuel oil conservation 
committee of the American Petroleum Institute, as coordinator 

for the national stop-accidents campaign developed for the National 
Safety Council by the Advertising Council of America, and as a 
director of the Association of National Advertisers. In this latter 
capacity, Mr. Nunn has spearheaded the development of ideas and 
methods that enable business to interpret both its functions and 

its contributions to the American way of life. 


“Because of your newspaper style, both in the appearance of the 
publication and the content of the articles, as well as the fact 

that you do cover everything of importance to advertising men 

very thoroughly and very promptly, I read every issue 

of ADVERTISING AGE very carefully, including all headlines, 
regardless of the length of the article, and actually read, in full, 

a surprisingly large percentage of the editorial content of every issue. 
Furthermore, I make it a point to look over the advertisements 


and find most of them interesting.” 
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% A sportsman with an appreciation of the 
finer things of life — and the leisure and 
means to enjoy them. 


For instance, a recent survey shows that 
Spend-o-crats are 33% better prospects 
for tennis equipment than non-sportsmen. 
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: More and more advertisers 
are finding that Sports Afield’s | 
famous Spend-o-crat* market | 

represents the most responsive 
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The FTC —Canadian Ace Case 


The background on the Canadian 
Ace suit which was brought by the 
Federal Trade Commission in the 
U. S. district court in Chicago, Sept. 
19, indicates that the case is not 
“just another FTC case,” but one 
of very great importance to all ad- 
vertisers. 

It may be recalled that initially, 
the FTC, which has been seriously 
attacking what it considers mis- 
leading geographic names, was all 
set to prohibit the use of “Canadi- 
an” in the beer’s name, because the 
beer is not Canadian in origin. A 
hectic revolt against this narrow 
interpretation was spearheaded 
within the FTC by Commission- 
er Lowell Mason, who inveighed 
against this action to such effect 
that ultimately the commission 
permitted continued use of the 
“Canadian Ace” name, with the 
specific understanding that the 
name be used in conjunction with 
a clear statement of the beverage’s 
U.S. origin. 

Now, the suit filed in Chicago, 
which alleges that Canadian Ace 
violated its agreement to use the 
name only in conjunction with a 
statement of the product’s origin, 


and which incidentally asks $5,000 
damages for each separate viola- 
tion, and considers every airing of 
a radio jingle a separate violation, 
indicates that those members of the 
commission who originally sought 
to force elimination of the name 
have not given up the struggle. 

It seems reasonably clear that 
those members of the commission 
who feel that the use of disclaimers 
is not a satisfactory solution to this 
problem are determined, if possi- 
ble, to prove that this method does 
not work. And it seems reasonable 
to anticipate that if the Chicago 
court action bears out this view- 
point, the FTC, which seems to have 
adopted Mr. Mason’s suggestion 
reluctantly in the first place, will 
be even more reluctant to permit 
such disclaimers in the future. 

What seems quite evident is that 
no one has finally won the internal 
battle in the FTC; that opposing 
viewpoints are sure to be pressed 
vigorously whenever the occasion 
seems to warrant; and that every 
once in a while advertisers will be 
caught in a pincers movement as 
one side or the other tries to im- 
prove its case. 


It’s Still Primarily a Private Job 


Now that the Joint ANA-Four 
A’s Committee to Improve Public 
Understanding of Our Economic 
System is really swinging into 
action, it seems wise again to voice 
a caution which we are certain the 
Joint Committee would approve 
wholeheartedly: 

Joint activities can be of major 
help in the area of improving eco- 
nomic understanding. But they 
cannot do the job alone. They can- 
not even do a major part of the job 
alone. The most important and 
most significant part of the job 
must be done by individual com- 
panies and organizations, getting 
their stories across to their own 
employes, their own stockholders, 
and their own publics. 

In fact, it can very seriously be 
said that if each individual busi- 
ness organization does a good job 
among its own groups, the need for 
joint effort will be eliminated. It 
can also be said that, no matter 
how good a job the joint effort does 
—and we expect it to be very good 
—its cumulative and lasting effect 
will be almost entirely vitiated 
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without the support of individual 
businesses who make the general 
story specific and understandable 
to their own workers, communities 
and publics. 

There is a possible danger, how- 
ever, in the way that business men 
support the program. Last week in 
Washington, Charles G. Mortimer 
Jr., chairman of the Advertising 
Council, speaking to a group of 
hotel men, warned that if there is 
any note of special pleading, or of 
reaction, in the way business sup- 
ports the Joint Committee pro- 
gram, the whole effort may fail. 

Another possible danger from 
the Joint Committee’s operations 
could be the development of the 
notion that the joint effort will take 
care of the problem, and that 
individual businesses can therefore 
rest on their oars. Fortunately, the 
Joint Committee itself recognizes 
this danger, and continues to make 
it as clear as possible that its 
activities are not by any means to 
be considered a substitute for in- 
telligent and persistent individ- 
ual effort in this important area. 
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“And thank you most kindly, sir. You are the first prospect who has let me run through 
my entire presentation without interruption.” 


Last Time 

By now the plodders in this 
gelid waste are thoroughly famil- 
iar with the fact that Calvert 
Distillers, a large eastern corpora- 
tion with no intention of going 
into the soda pop business, has 
been using a campaign, the gen- 
eral tenor of which is that a num- 
ber of relatively unknown men 
have started consuming its prod- 
uct. 

A number of radio comedians 
and genuinely funny people have 
elected to adapt this theme to their 
own promotion, most of which has 
been too dutifully reported. Here- 
with, for the last time in Ad- 
libbing, is the adaptation of a 
switch on a switch: 


Gus Williams’ 


switched to Kalico Kat cat 
food...says “it's purr-fect” 


Nutritious... 
made from 

whole fresh fish... 
no by-products... 
easy to serve. 


Or 99 SIXTEENTH ST. 
BUFFALO 13, N.Y. 


Lord of the Jungle 

Friend of ours, a_ graduate 
muscle-flexer, was considerably 
amazed to read the opening lines 
of the following release: 

“The modern Tarzan—the tree 
surgeon—is glorified in ‘Your Fu- 
ture in Trees,’ a full-color voca- 
tional film produced by Davey 
Tree Expert Co., Kent, O... .” 


Says Herely 

We have never thought that it 
was strictly cricket to reproduce 
the efforts of foreign advertisers 
to turn out ad copy in English. 
It’s a tough language, and the 
difficulties our natives have with 
it is proof. At hand is the Osaka 
Trade Directory, from which we 
quote: The Shimano Bicycle Co. 
Iron Works Ltd. notes: “Excel- 
lence of the quality of this Free 
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Wheel, Hub and Bicycle are here- 
by guaranteed, they being manu- 
factures by skilled mechanics of 
well-selected material at a factory 
equipped with up-to-date and 
superexcellent mechanism.” 

The publisher felt constrained 
to note in a preface: “With a view 
to overcoming such inconvenience 
and difficulties as experienced by 
the foreign visitors and customers, 
the issue of Osaka Trade Direc- 
tory has been undertaken by the 
relative publication committee 
formed some time ago under the 
full support of Osaka Foreign 
Trade Institute, Economic Bureau 
of Osaka Municipal office and 
Osaka Chamber of Commerce and 
Industry, and in their collective 
effort of good collaboration, its 
first edition after the war, is now 
off the press to serve for the pur- 
poses. Copies will be distributed 
among the oversea parties con- 
cerned with trade for introducing 
them Japanese makers and traders 
of good standing and status now 
located in Osaka city and its lo- 
calities.” 

It reads like an association press 
release. 


Jottings 

Leonore Buehler, publicity di- 
rector of Jacqueline Cochran, Inc., 
turns a publicity release into good 
promotion by clipping a personal 
note to editors which says: “Do 
try Super Cleanser on your hands 
after a day of dealing with news- 
print, and you'll be as sold on it 
as we are!” ... 

Bowman Gum, Philadelphia, 
makes the following brands of 
bubble gum: Bub, Blony, Play 
Ball and Touchdown... 

Last week the mayor of San 
Francisco, Elmer E. Robinson, a 
curiously mundane name for a man 
shepherding the Portola ambassa- 
dors for the Portola Festival and 
Pageant, arrived in New York with 
his committee. Portola, in case 
some of you aren’t Native Sons, 
discovered San Francisco Bay in 
1769, and the city will celebrate the 
discovery—a handy thing, when 
you come to think of it—Oct. 2-25. 
Very pretty Chinese girl is queen 
of the festival, and you'll be seeing 
her picture. Not, unhappily, here... 

Friend of ours was delighted with 
the Licensed Beverage Industries’ 
report that the U. S. ranks fifth 
among nations in average annual 
consumption of spirits, wine and 
beer, per capita. “How dry we 
are,” he cried joyfully, wafting the 
scent of Manhattans across to us, 
as he reported that France, Spain, 
Belgium and Italy all drink more 
per person than we do... 

Do you know that the New York 
Journal of Commerce carries on its 
insurance page a column entitled 
“Life Brevities”’? ... 
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The following documents may 
be secured without charge fron 
companies sponsoring them 0: 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on hi 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St. 
Chicago 11. 


No. 3148. A Picture of the Seattle 

Market; 1948-49. 

The Seattle Times has issued a 
factual and pictorial study of the 
Seattle market, 18th largest city on 
the Pacific Coast. The introduction 
says: “A lot has happened on the 
Pacific Coast during the past ten 
years. Widely varying claims and 
lack of up-to-date government 
census figures have logically caused 
some skepticism ... This is an 
effort to help alert marketers get 
an authentic picture of Seattle.” 


No. 3149. Light Construction Facts 
and Figures. 

American Builder has issued this 
brochure, which is profusely illus- 
trated with photographs and tables 
and covers residential, cormmercial 
and farm construction. The book 
includes a study of the farm build- 
ing potential and current farm 
building surveys, and official cen- 
sus of the construction industry, 
channels of distribution, retail 
lumber and material dealers and 
where they are located, and a sec- 
tion on marketing through Ameri- 
can Builder. 


No. 3150. First Annual Consumer 

Buying Habit Study. 

The Post-Crescent, Appleton, 
Wis., has published its first annual 
consumer survey, including buying 
habits, brand preferences, news- 
paper readership, radio listenership 
and other data heretofore unpub- 
lished about the Appleton market. 
It covers 45 products and a total of 
1,022 brands. In addition, the study 
shows figures on family size, wage 
earners, occupations, types of 
dwelling units and other market 
data. 


No. 3136. Forbes Annual Report 
on American Industry. 
Forbes Magazine will publish 
its first Annual Report on Ameri- 
can Industry on Jan. 1, 1949, in- 
corporating views of management 
and analyses of financial experts 
on the present and future outlook 
for selected industries. In this 
booklet Forbes gives some sam- 
ples of questions asked of execu- 
tives for a base on which to build 
forecasts, lists the industries 
which will be analyzed and pre- 
views the report’s contents. 


No. 3137. Pittsburgh Sun-Tele 
graph’s Continuous Consumer 
Brand Survey. Report No. 8 

This report of the Pittsburgh 

Sun-Telegraph’s continuous con- 
sumer brand inventory of grocer) 
products covers March, April an 
May, and includes both graphi 
and tabular comparisons with th« 
data obtained since the same pe- 
riod of 1947. Brand loyalty and 
data on switching are shown fo! 
leading brands, on cross-tabula- 
tions of the last two reports. 


No. 3147. The American Maga- 
zine Market Guide. 

This 100-page market study, 
issued by Crowell-Collier Pub- 
lishing Co., reports on the char- 
acteristics of American Magazine 
families, and tabulates data on 
ownership, use and brands of 
numerous products from auto- 
mobiles to toiletries, including 
household pets, insurance, gar- 
dens, photography and men’s and 


children’s influence on _ food 
served at the family table. 
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‘Chicago Trib’ 
Sets New Peaks 
in Ad Volume 


Cuicaco—The Chicago Tribune 
has two new marks to shoot at, 
with both Sunday and non-holiday 
issues this month establishing all- 
time records for volume of adver- 
tising carried in a single issue. 

The Sunday, Sept. 19, issue set 
one of the new marks, with more 
than 440,000 lines of advertising. 
It broke the previous record of 
424,799 lines published in the April 
4 issue this year. The big Sept. 19 
Tribune followed a record-break- 
ing daily issue of Sept. 16, when 
the paper ran 144,000 lines of 
advertising. The previous mark 
for a daily issue was the 130,866 
lines published last May 6. 

Contributing to the Sunday 
volume were a Home and Home 
Furnishings supplement, which 
spread into four sections and con- 
tained more than 132,000 lines of 
advertising, and a “Follow the 
Sunshine” supplement, devoted to 
autumn and winter vacation sug- 
gestions and carrying more than 
13,000 lines of ad copy. 


a The Tribune’s home and home 
furnishings supplement helped 
launch the month-long festival 
which features the display of 52 
Tribune prize rooms, completely 
decorated and furnished, and the 
exhibit of 71 completed homes, 
38 of them furnished. The prize 
rooms are attracting crowds in 47 
retail stores located in many sec- 
tions of the city and suburbs. 

National advertisers who tied 
in with major space in the festival 
supplement to show their latest 
products for the home included 
Frigidaire, Mohawk Carpet Mills, 
Servel, Rheem Mfg. Co., Admiral 
Corp., Westinghouse, General Elec- 
tric (through its distributor, R. 
Cooper Jr.) and American Kit- 
chens, which employed a three- 
color page to show festival homes 
featuring its equipment. Other 
suppliers, 
competed for attention in the sup- 
plement pages. 

Something rare for a_ builder, 
a four-color newspaper page, was 
employed by Arthur T. McIntosh 
& Co. to promote its new suburban 
homes. An added inducement was 
the offer of an Admiral television 
set, completely installed in one of 
its Palatine, Ill., homes, “if you 
make your purchase today or any 
day this week.” 


= Other supplement “firsts” in- 
cluded a four-column ad for Smith 
& Hill, Inc., builder of Lockweld 
engineered homes. A _ complete 
home package is offered prospects 
in Park Ridge Manor, with such 
features as a $1,000 Frigidaire 
all-electric kitchen-laundry, in- 
uding automatic washer, clothes 
'ryer, refrigerator, range and hot 
water heater, and Youngstown Kit- 
nen-Aider double-basin sink and 
white steel cabinets. 

To print the record issue, the 
Tribune employed press units in 
ie new eight-story addition to 
Tribune Tower, although the ac- 
ial structure is still incomplete. 
lhe Home and Home Furnishings 
ipplement was printed on the 
rst of seven new Goss “headliner” 
resses to be installed in the 
inex, and was folded by the first 
f seven new folders. Four-color 
}ages were printed on the first 
regular installation of a new color 
tnit developed by O. R. Wolf, 
assistant production chief of the 
Tribune. Seven of these color units 
are to be installed on presses in 
the new annex. 
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Grove Signs for Two Shows 


Grove Laboratories, St. Louis, 
has signed for a quarter-hour 
musical show on Sundays, 11:30- 
11:45 a.m., PST, over the Don Lee 
network, starting Sept. 26, and 
continuing for 26 weeks. The 
company also will sponsor two 
15-minute segments of “Ladies 
First” on the network, Tuesdays 
and Thursdays, 11-11:30 a.m. 
Sponsorship is effective Sept. 28, 
and will run for an initial cycle 
of 13 weeks. Gardner Advertising 
Co., St. Louis, is the agency. 


Westinghouse Pushes Irons 


The appliance division of West- 
inghouse Electric Corp., Mans- 
field, O., will use four half-page 
ads in 155 metropolitan news- 
papers next month to offer a 
Westinghouse iron and a Wil- 


Stan hot-iron holder for $11.95. 
Dealers get six hot-iron holders 
free for every six irons they buy. 
Retail value of the iron is $11.95 
and the holder, $1.98. 


KSO Appoints McGovern 
S. H. McGovern, in charge of 
publicity and advertising, has 


been appointed sales manager of 
Station KSO, Des Moines, suc- 
ceeding Max H. Friedman, who 
has been named national sales 
manager of the Yankee Network. 


Auto Dealers Name Kneebone 


Robert W. Kneebone, formerly 
a member of the executive staff 
of the American Bankers Associa- 
tion, has been appointed managing 
director of the National Automo- 
bile Dealers Association, Washing- 


Third Army Names Wayne 

The Third Army headquarters 
in Atlanta has named Tucker 
Wayne & Co., Atlanta, to handle 
its approximately $140,000 adver- 
tising and publicity program for 
the Army and Air Force recruit- 
ment program for 1948-49. 


Bliss Names Henderson 


W. F. B. Henderson, formerly 
executive vice-president and di- 
rector of Clearing Machine Corp., 
Chicago, has been named executive 
vice-president and director of E. 
W. Bliss Co., Detroit. 


Stumm Appointed A. M. 


Michael Stumm, formerly pub- 
lic service director of the Miami 
Daily News, has been appointed 
advertising manager of Crucible 


Steel Co. of America, New York. ‘| 
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Cook Appoints Perry A. M. 


George W. Perry, formerly in 
the advertising department of 
Kellogg Switchboard & Supply 
Co., has been appointed advertis- 
ing manager of the Cook Electric 
Co., Chicago. 


Gets Miami Beach Account 

August Dorr Advertising Agen- 
cy, Miami, Fla., has been named 
to handle the advertising of Mi- 
ami Beach. 


Your Copy Will Fit - - - 


without bother of words! 
Handy card simplifies copy fitting. 
your typewriter as indicated on 


Fr for newspaper work. 
Money back if not sed. Kop one by 
titer. Per on, $1. orton 

, Liberty Buliding, 
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7 AGAIN WAS THE e 
e 7 
° ONLY ST. LOUIS . 
e e 
e NETWORK STATION SHOWING e 
e ” * ” 
; _ Muouncrmeneasss + loes it with programming! 
. 
° HOOPER TOTAL RATED TIME : 4 
. 
e PERIODS OVER THE ° 
* ° And that program measuring man, Mr. Hooper, continues 
e CORRESPONDING REPORTS ad with reports of bigger and bigger audience gains over last year 
e 7 for KXOK! Following up First Quarter and the May-June 
e OF LAST YEAR. * index gains KXOK’s audience increases reach new highs 
e e in the June-July report. Here they are: KXOK’s audience 
. . increase in the mornings, 42% . . . afternoons, 16.8°% . . . 
e (JUNE-JULY 1948 > evenings, 20.5%. And in Total Rated Time Periods KXOK 
* HOOPER INDEX) * gained 22% over the previous year’s report. KXOK advertisers 
ad . are getting more of Big St. Louis and surrounding territory 
a e e e ...and more KXOK advertisers are getting 
es . more for their money. 
®eee?® 


KXOK « ST. LOUIS 1, MO. « CHESTNUT 3700 + 630 KC 
5000 WATTS «+ FULL TIME 


REPRESENTED BY JOHN BLAIR & CO. 
OWNED AND OPERATED BY THE ST. LOUIS STAR-TIMES. 


r€ cen ae Po ae sia a bal ef ee sas ey ee a a Be 5 Gr Se aa re ier a ‘ Aa io ee oe ae aoe i me: Ses ieee bs Re ae af af 4 
° —— ® 
eS a = 
| ee = | ee 
4 
a ee pe ee 
4 Bee 
ae Ee 
| net 
| | = Coreen 
8-pt } : pt my goes @-for- ee . 
line a8 ¥ + ¥ . cokes will 
— | Po ae 
ge 
Yokima, Washington. ES ae 
' ton. a 
it a aa um mam CTS. “REIT ~ 7h momen ammmammmaame i 
Se | 
a els, 
» — a. 
hs ee 
7%, 
* 7 
a — - 
wa 
\ 
’ c 
i 
f 
. “ | aes . 
p ss E : eee 7 
s 4 ‘ 
y : x ica 
f/ com 
, sf 
r q 
— | 
tos | 
Y - “ne \") y/ 
XQ >? 4 yy ¢ a a 7 
X iv J é ¥. j 7 
, a / , ee 
; es NN / ~ us: 
, a jK . dl y r \| y : ~ \ : he 
‘8 fj - sai 
. N 7 aay \- f ies 
, Lica 
: 4, aae 
\] he | 4 /\ ty | 5) OX g eas 
@ ‘s g ‘ _ uf a ee 
4 Ae y :Q . a | A — ee 
ahead a2 2 . ) °°. rh s Ah ce = 
ye : 4 an y « BSE 5 
ie \ z \ / eS ae 
- 4 = te 
wy 4 - \ /\. Shan 
i] 4 oe 
’ 4 Phe 
| j iA ea 
y y ZA Bei 
H y ed j 
a 4, =e 
fy aS => ~ ND “4 
“y 7 6 & A, > : 
iy <> 4 = = \ 
Yide--*.) ~ 
— KC EDDY me 
YS —— 7 A \\ | Se ae Soi 
- «< ee ga 
Sera 
2 
> oe 
e ‘7 , sas 
ae 
i 
een 
ae 
Be 
At 
— a 
ou 
. ie ee 
i iat 
eae 
a po 
Pa 
Poe 
ae 
ee 7 | 
ee 
a ary xf 
EE ea ete raec Began ee Ta 
ai ke = Ae. ? ae ; é % ea " . yee age ae ae 
; d ee Sc t F es Pie ; : Perr es : eT 3 Rn F F ain ‘ oe Fe he ak : PB yi ee ed ae Tard IR 9 reas OE ti ap Ys oh Ps Ra 
ie: ES aes Gree Sri rae ee) Tate od CM eis eae OO Ngee Settee Veh  ioelgat ek op int i ac spemagss, a vacmnre ade eat" ete ee ie ete ary See Ee aE MM ASR NU OREN, SEO Ba, a Mer OEY Re eT ‘ Ray Sree eee 


— ae 


—— 
Sees 


e- 
sews tenes 


‘Ry Yeti 


— = ee 


ey TE. : $ 


14 


Services’ Prestige 
Campaign to Start 
on Armistice Day 


WASHINGTON—At a meeting 
here, the Advertising Council and 
representatives of the armed forces 
involved laid plans for a unified 
services prestige campaign to 
start..on Armistice Day, and the 
council estimates that as much as 
$8,000,000 of space and time may 
be contributed to the campaign by 
advertisers. 

The object is to increase public 
awareness of the importance of the 
services, and John R. Steelman, 
Assistant to the President, noted 


1% 


by biggest > 
Nothing like them any- 
where. new subjects 
monthly. Mat or Glossy 
Print plan at low cost. 
Write for new FREE 
preofs No. 108. No obliga- 
tions. EYE*CATCHERS, 
10 B. 38 St., N. Y. C. 16. 


that “through the joint program 
we feel sure that the armed ser- 
vices will benefit more than if 
each went its separate way.” 

The joint service campaign 
follows the program which the 
council has conducted for the past 
two years for the Army and Air 
Force. In addition, separate free 
space campaigns have been car- 
ried on for other armed services— 
but this is the first coordinated 
campaign. Special observances of 
Army Day, Navy Day, Air Force 
Day and the Marine Corps anni- 
versary are scheduled. 


Gets Litecontrol Account 
Bennett, Walther & Menadier, 
Boston, has been named to direct 
the advertising of the Litecontrol 
Corp., Watertown, Mass., manu- 
facturer of lighting equipment. 


Jack to Ewell & Thurber 


Stanley H. Jack, formerly ac- 
count executive and copywriter 
with Hugo Wagenseil & Associates, 
Dayton, has joined the creative 
staff of Ewell & Thurber Asso- 
ciates, Chicago. 


Salad Products to Maxon 


Maxon, Inc., New York, has been 
appointed to handle the advertis- 
ing of Salad Products Corp., maker 
of Lettuce Leaf salad and cooking 
oil. Maxon handles the parent 
company, Clinton Industries, 
Clinton, Ia:, and another of its 
subsidiaries, Snow Crop Market- 
ers. 


CBS Promotes Danzig 


Jerry A. Danzig has been named 
associate director of programs for 
CBS-TV, New York. He has been 
senior producer with the network 
since February. At the same time, 
Clarence de Bruyn Schimmel and 
John Wray were appointed asso- 
ciate directors. 


Reinhold Names Smith 


Bevin Smith has been named 
district manager of Materiais & 
Methods in the Philadelphia office 
of Reinhold Publishing Corp. 


Cairns Appoints Rindfuss 


William L. Rindfuss has been 
appointed ¢opy chief of John A. 
Cairns & Co., New York. 


Big St. Lovis 
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Whether you want to capture or to maintain your position 
in America’s 9th biggest market, it pays to keep two hands 
at the job. That market is the compact St. Louis retail trad- 
ing zone where over 475,000 families live. In this zone 
are concentrated more than four-fifths of the 176,000 
St. Louis Star-Times evening reading families. Here you 
have a combination of rich market and intensive coverage 
teaming up to give low-cost impact that really sells mer- 
chandise in St. Louis. For best results, it pays to use both 


hands in big St. Louis. 


muciguccuds THE ST. LOUIS STAR-TIMES 


Represented Nationally By The George A. McDevitt Co. 


IN 1947 THE STAR-TIMES CARRIED 34.8% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS 
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@ MariItyn ROSENTHAL, production mgr. of Practical Builder 
and daughter of BernrE ROSENTHAL, Chicago publishers’ representa- 
tive, will marry NEwTon JAcoBson of Paramount Press in Chicag< 
Nov. 18 @e A gold watch was presented to CHARLES VASOLL, treasure: 
of Kenyon & Eckhardt, by the board of directors of the agency in 
honor of Mr. Vasoll’s 25 years of service with the company. He was 
elected vice-president of K&E when the agency was formed in 1929 
and before that, had been assistant treasurer of Ray D. Lillibridge, 
Inc., which later became K&E @e MARGARET INMAN, director of steno- 
graphic personnel of the Kudner Agency, New York, celebrated 25 
years in the advertising business on Sept. 14 at a cocktail party 
given her by agency employes e 


SMILING FOURSOME—Teeing off at Quaker Ridge Golf Club, Mamaroneck, N. Y., 

where the sales staffs of The American Weekly and Puck—the Comic Weekly enter- 

tained 153 media department heads of New York agencies are (left to right): Frank 

Gangemi, Lambert & Feasley; Dave Apgar, The American Weekly; Al Tokar, A. Tokar 

Co., and Dick Gulick, Charles Dallas Reach Co. Mr. Gulick shot low gross for the day 
with an 84. 


e LoweLL SHUMWAY of McCall’s and Jay CLEVELAND of Model 
Airplane News were the winning doubles combination in the tennis 
tournament held at the National Association of Magazine Publishers 
convention in Spring Lake, N. J., Sept. 13 and 14. Runners-up were 
Bruce KENDALL and Jim Moore, sons of J. H. Moore and F. C. 
KENDALL of Moore-Robbins Publishing Co. e Golf champs at the 
NAMP meeting were F. F. Sou.te of Conde Nast, who won the Swet- 
land cup for low net on 36 holes; Bop Lucuars of Industrial Press, 
winner of matchplay vs. par; MARVIN Prerce of McCall’s, winner of 
low gross. .JoeE GERARDI of McGraw-Hill won the Curtis cup for the 
second low net on 36 holes e ANDREW J. Hamre, president of Haire 
Publishing Co., New York, has been elected a trustee of the Emi- 
grant Industrial Savings Bank. Other duties which keep Mr. Haire 
busy are his jobs as president and director of the Advertising 
Club of New York, director of the National Association of Magazine 
Publishers and chairman of the bagard of Associated Business 
Papers @ 


SOFTBALL CHAMPS—Fairfax M. Cone, chairman of the executive committee of FC&B, 

poses with the champions of the Chicago Advertising Agencies Softball League, win 

ners of 14 games this season and losers of none. Team members are Charley Bungert, 

Tom Cara, Ray Valentini and Ray Hermann in the top row. Middle row: Lee 

Davis, Gordon Buck, Jim Woeckner, Fred Berresheim, John Harrington. Bottom row: 
Bill Cline, Arnold Palevsky, Roy Lang and John Hussey. 


e Mrs. GARDNER COWLES, associate editor of Look, Gen. JuLitus Ocus 
ADLER, v.p. and gen’! mgr., New York Times, NoRMAN CorRwIn, radic 
writer and producer, and Emerson Foore, pres. of Foote, Cone & 
Belding, are on the sponsors committee for the Diamond Jubilee of 
Nursing, which will be celebrated throughout the country this fall e 
At CITRON, publicity dir. of Koret of California, San Francisco, 
distributed a picture-story announcement, entitled “Life with (a 
suffering) Father,” to inform friends that his wife, Louise, had 
presented him a daughter, Nancy Susan, on Sept. 3 e A course in 
product design began Sept. 20 at the evening school of the Art 
Institute of Chicago, with Jon W. Hauser, a member of the product 
design statf of Barnes & Reinecke, as instructor e Oct. 6 is the 
publication date of “Women Never Go Broke: A Key to the Femi- 
nine Pocketbook,” by Mrs. By Kipp, a v.p. of Lewis & Gilman, 
Philadelphia agency @ 
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THIS SECOND POST-WAR POLK 
STUDY OF THE SPOKANE MARKET 


LIP: 
1948 | 


CONSUMER | Sponsored by The Spokesman-Review and Spokane Daily 
Chronicle, this second post-war study of the fast-growing, lucra- 
AMAL Tala tive Spokane Market will provide advertising and sales executives 
ies with live consumer statistics to be valued and used for months to 

come. 


The 1948 Consumer Analysis, conducted by the Market Re- 
search Division of the R. L. Polk & Co., offers dependable facts 
on the relative standing of branded products, store distribution, 


——— 


family buying habits, and buying intentions. It is a comparative 
report showing the results of the widely used 1947 Study as well 
sdiinnnsn ov ‘Sebepe as timely 1948 data—providing valu- 
THE SPOKESMAN-REVIEW © S#eene able comparisons in many lines. 
° ° f COMPARATIVE 
Spokane Baily Chronicle aeport Polk first conducted consumer studies 
SPOKANE, WASHINGTON 4 of the Spokane Market in 1932 and 
LL. | again in 1936. Aware of the great for- 
—= = =| — ward strides that had taken place in 
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their market since 1936, the Spokane 


QeseRve Dailies engaged Polk to make a com- 
CopY plete post-war market study in 1947. 
Your / To provide even more complete com- 
parative data, Polk was authorized to 

conduct the 1948 Consumer Study. The 


results in booklet form are offered to 
j Conducted on a basis of personal 
advertisers as an extra measure of serv- interviews, by trained, skilled person. 


/ nel, the 1948 Consumer Analysis is 
ice to help them take full advantage of based on an adequate cross-section 
; ; : : of the Spokane city zone and 12 rep- 

the combined daily circulation of The resentative cities and towns in the 
; ' Inland Empire, outside Spokane. 
Spokesman-Review and Spokane Daily Questions were asked, in all cases, 
of responsible adults—usually the 


Chronicle—now more than 150,000. havsentie. 


CLIP AND MALL 
THIS COUPON ' 


General Advertising Division 
The Spokesman-Review and Spokane Daily Chronicle 
Spokane, Washington 


By all means reserve me a copy (or copies) 
of your new R. L. Polk 1948 Consumer Analysis of 
the Spokane Market. 
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Services’ Prestige 
Campaign to Start 
on Armistice Day 


WASHINGTON—At a meeting 
here, the Advertising Council and 
representatives of the armed forces 
involved laid plans for a unified 
services prestige campaign to 
start..on Armistice Day, and the 
council estimates that as much as 
$8,000,000 of space and time may 
be contributed to the campaign by 
advertisers. 

The object is to increase public 
awareness of the importance of the 
services, and John R. Steelman, 
Assistant to the President, noted 


FREE teres reste. 
EYE* 


Print plan at low cost. 
Write for new FREE 
preofs No. 108. No obliga- 
tions. EYE*CATCHERS, 
10 B. 38 St., N. Y. C. 16. 


that “through the joint program 
we feel sure that the armed ser- 
vices will benefit more than if 
each went its separate way.” 

The joint service campaign 
fullows the program which the 
council has conducted for the past 
two years for the Army and Air 
Force. In addition, separate free 
space campaigns have been car- 
ried on for other armed services— 
but this is the first coordinated 
campaign. Special observances of 
Army Day, Navy Day, Air Force 
Day and the Marine Corps anni- 
versary are scheduled. 


Gets Litecontro] Account 
Bennett, Walther & Menadier, 
Boston, has been named to direct 
the advertising of the Litecontrol 
Corp., Watertown, Mass., manu- 
facturer of lighting equipment. 


Jack to Ewell & Thurber 

Stanley H. Jack, formerly ac- 
count executive and copywriter 
with Hugo Wagenseil & Associates, 
Dayton, has joined the creative 
staff of Ewell & Thurber Asso- 
ciates, Chicago. 


Salad Products to Maxon 


Maxon, Inc., New York, has been 
appointed to handle the advertis- 
ing of Salad Products Corp., maker 
of Lettuce Leaf salad and cooking 
oil. Maxon handles the parent 
company, Clinton Industries, 
Clinton, Ia:, and another of its 
subsidiaries, Snow Crop Market- 
ers. 


CBS Promotes Danzig 


Jerry A. Danzig has been named 
associate director of programs for 
CBS-TV, New York. He has been 
senior producer with the network 
since February. At the same time, 
Clarence de Bruyn Schimmel and 
John Wray were appointed asso- 
ciate directors. 


Reinhold Names Smith 


Bevin Smith has been named 
district manager of Materials & 
Methods in the Philadelphia office 
of Reinhold Publishing Corp. 


Cairns Appoints Rindfuss 


William L. Rindfuss has been 
appointed ¢opy chief of John A. 
Cairns & Co., New York. 


or neo 


Whether you want to capture or to maintain your position 
in America’s 9th biggest market, it pays to keep two hands 
at the job. That market is the compact St. Louis retail trad- 
ing zone where over 475,000 families live. In this zone 
are concentrated more than four-fifths of the 176,000 
St. Louis Star-Times evening reading families. Here you 
have a combination of rich market and intensive coverage 
teaming up to give low-cost impact that really sells mer- 
chandise in St. Louis. For best results, it pays to use both 


hands in big St. Louis. 


Represented Nationally By The George A. McDevitt Co. 


IN 1947 THE STAR-TIMES CARRIED 34.8% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS 
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@ Marityn ROSENTHAL, production mgr. of Practical Builder 
and daughter of BERNIE ROSENTHAL, Chicago publishers’ representa- 
tive, will marry NEwTon Jacosson of Paramount Press in Chicag< 
Nov. 18 e A gold watch was presented to CHARLES VASOLL, treasure: 
of Kenyon & Eckhardt, by the board of directors of the agency in 
honor of Mr. Vasoll’s 25 years of service with the company. He was 
elected vice-president of K&E when the agency was formed in 1929 
and before that, had been assistant treasurer of Ray D. Lillibridge, 
Inc., which later became K&E @e MARGARET INMAN, director of steno- 
graphic personnel of the Kudner Agency, New York, celebrated 25 
years in the advertising business on Sept. 14 at a cocktail party 
given her by agency employes e 


SMILING FOURSOME—Teeing off at Quaker Ridge Golf Club, Mamaroneck, N. Y., 

where the sales staffs of The American Weekly and Puck—the Comic Weekly enter- 

tained 153 media department heads of New York agencies are (left to right): Frank 

Gangemi, Lambert & Feasley; Dave Apgar, The American Weekly; Al Tokar, A. Tokar 

Co., and Dick Gulick, Charles Dallas Reach Co. Mr. Gulick shot low gross for the day 
with an 84. 


e LoweLL SHumMwaAy of McCall’s and JAy CLEVELAND of Model 
Airplane News were the winning doubles combination in the tennis 
tournament held at the National Association of Magazine Publishers 
convention in Spring Lake, N. J., Sept. 13 and 14. Runners-up were 
Bruce KENDALL and Jim Moore, sons of J. H. Moore and F. C. 
KENDALL of Moore-Robbins Publishing Co. e Golf champs at the 
NAMP meeting were F. F. Sous of Conde Nast, who won the Swet- 
land cup for low net on 36 holes; Bos Lucuars of Industrial Press, 
winner of matchplay vs. par; MARVIN Pierce of McCall’s, winner of 
low gross. .JoE GERARDI of McGraw-Hill won the Curtis cup for the 
second low net on 36 holes e ANDREW J. HAIRE, president of Haire 
Publishing Co., New York, has been elected a trustee of the Emi- 
grant Industrial Savings Bank. Other duties which keep Mr. Haire 
busy are his jobs as president and director of the Advertising 
Club of New York, director of the National Association of Magazine 
Publishers and chairman of the bagard of Associated Business 
Papers @ 


SOFTBALL CHAMPS—Fairfax M. Cone, chairman of the executive committee of FC&B 

poses with the champions of the Chicago Advertising Agencies Softball League, win 

ners of 14 games this season and losers of none. Team members are Charley Bungert 

Tom Cara, Ray Valentini and Ray Hermann in the top row. Middle row: Lee 

Davis, Gordon Buck, Jim Woeckner, Fred Berresheim, John Harrington. Bottom row 
Bill Cline, Arnold Palevsky, Roy Lang and John Hussey. 


e@ Mrs. GARDNER COWLES, associate editor of Look, Gen. Jutrtus Ocus 
ADLER, v.p. and gen’l mgr., New York Times, NorMAN Corwin, radic 
writer and producer, and Emerson Foore, pres. of Foote, Cone & 
Belding, are on the sponsors committee for the Diamond Jubilee of 
Nursing, which will be celebrated throughout the country this fall e 
At CrTron, publicity dir. of Koret of California, San Francisco, 
distributed a picture-story announcement, entitled “Life with (a 
suffering) Father,” to inform friends that his wife, Louise, had 
presented him a daughter, Nancy Susan, on Sept. 3 e A course in 
product design began Sept. 20 at the evening school of the Art 
Institute of Chicago, with Jon W. Hauser, a member of the product 
design staff of Barnes & Reinecke, as instructor e Oct. 6 is the 
publication date of “Women Never Go Broke: A Key to the Femi- 
nine Pocketbook,” by Mrs. By Kipp, a v.p. of Lewis & Gilman 
Philadelphia agency @ 
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= again in 1936. Aware of the great for- 


1948 CONSUMER ANALYSIS 
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RL Pot A THIS SECOND POST-WAR POLK 
1948 | STUDY OF THE SPOKANE MARKET 


CONSUMER 


——————— 


Sponsored by The Spokesman-Review and Spokane Daily 
Chronicle, this second post-war study of the fast-growing, lucra- 3 
tive Spokane Market will provide advertising and sales executives F 
with live consumer statistics to be valued and used for months to 
come. 


The 1948 Consumer Analysis, conducted by the Market Re- 
search Division of the R. L. Polk & Co., offers dependable facts 
on the relative standing of branded products, store distribution, 
family buying habits, and buying intentions. It is a comparative 
report showing the results of the widely used 1947 Study as well 
shensenee ey re as timely 1948 data—providing valu- 


THE SPOKESMAN-REVIEW ~ SECOND able comparisons in many lines. 


COMPARATIVE 


Spokane Daily Chronicle  geport Polk first conducted consumer studies 


SPOKANE, WASHINGTON of the Spokane Market in 1932 and 


—— = =I ward strides that had taken place in 


their market since 1936, the Spokane 


Disenve Dailies engaged Polk to make a com- 
[oPY plete post-war market study in 1947. 
Your s 90 IT ‘ To provide even more complete com- 
parative data, Polk was authorized to 


conduct the 1948 Consumer Study. The 
results in booklet form are offered to 
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Fogel Joins Plastron 

Mrs. Irene R. Fogel has been 
named advertising and sales pro- 
motion manager for the plastic 
film yard goods line of Plastron, 
Inc., New York. She formerly was 
account executive and promotion 
director of Fashion Advertising Co. 


Pure Oil Uses Television 


Pure Oil Co., Chicago, is spon- 
soring a public service program on 
highway safety over WBKB, Chi- 
cago television station, Wednesdays 
and Fridays, starting Sept. 22. 


BMB Issues 1948 Edition 
of Radio Families Study 
Broadcast Measurement Bureau, 
New York, last week published 
“Radio Families U. S. A.—1948,” 
bringing up to date the 1946 edi- 
tion of the same work. The vol- 
ume shows the number of families, 
per cent of radio families and num- 
ber of radio families in each of 
3,071 U.S. counties and in 1,300 
cities and towns. The book is be- 
ing sent free to all members of the 
BMB, ANA and Four A’s, and is 
available to others at $5. 


McCarty Appoints Volkert 


C. Fredric Volkert, formerly 
head of copy and consumer re- 
search of Hevenor Advertising 
Agency, Albany, N. Y., has been 
appointed an account executive 
in 2 Pittsburgh office of McCar- 
ty Co. 


5 Stations Join CBS-TV 


Five more stations are joining 
the CBS television network. Work- 
ing arrangements are now in ef- 
fect with WSPD-TV, Toledo, and 
WTMJ-TV, Milwaukee; a primary 
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station agreement has been nego- 
tiated with WEWS, Cleveland, 
which becomes effective Oct. 1. 
WTVO, Detroit, will join on Oct. 
24 and WAGA-TYV, Atlanta, on or 
about Dec. 1. 


Powell Names Pownall 

Powell Mfg. Co., Decatur, IIL, 
designer and builder of X-ray 
equipment, has placed its adver- 
tising with William L., Pownall & 
Associates, Decatur. Direct mail 
—_, trade publications will be 
used. 


| 
l 
| 
wat the / | 
pares. | 
| 
| 
— —> | 
=— | 
—- THE AMAZING 550-PAGE 
| 
| 
m | 
| 
| 
| 
aay a | 
1iO5, 50 
wa DATA BOOK NUMBER | 
ae | 
G | | 
_- Way 
| 
| 
your 7 
| 
/ | 
a | 
| 
| 
Now on its way to every INDUSTRIAL MARKETING subscriber—the 1949 | 
MARKET DATA BOOK NUMBER brings all of the latest and most helpful | 
industrial market data . . . information to help solve sales and advertising 
problems throughout the year. | 
For here is a complete, authentic book that gives you... | 
4 / 
Here’s What Users Say! 1, AN AUTHORITATIVE PICTURE OF THE PRODUCTION AND | 
ers: Seam Sane witha the MAT BATA * NEEDS OF THE MAJOR MARKETS FOR INDUSTRIAL EQUIP- 
flea i cennel imesine how “on industriel odveriing MENT AND SERVICES. 
monager cou io without the combination o - 
I TRIAL MARKETING “ond the “MARKET DATA. BOOK." 2 THE COMPLETE SPECIFICATIONS, RATES AND CIRCULATIONS 
Dodge Manufacturing Corp., Mishawaka, Ind. * OF MORE THAN 2,000 BUSINESS PAPERS SERVING THE U. S. | 
se as nm of great value to us bo rom the stand- AND CANADA. 
| oad of a oes == Se S of pn a | 
| a 6 es ee tae 3 A COMPLETE MEDIA FILE—A FACTUAL PRESENTATION OF 
| Nu-Mode Products Corp., River Rouge, Mich. * THE SERVICES OFFERED BY 200 LEADING PUBLISHING OR- 
; we - ee Be ad in studying markets and making GANIZATIONS. | 
I ‘ = H. Minife, Monager Graphic Arts Dep. No other single service — anywhere — offers you this invaluable compila- 
Thi el Hi si 8 d a tion of industrial advertising and selling information. 
“This complete s a ‘‘quick-see’’ of industrial mar- 
I gun aligned att ania torn Ges | bane oh | cusniey AND YOU CAN GET IT NOW — WITHOUT EXTRA CHARGE — AS PART | 
I lt frequently as @ quick-end-casy-to-vse reference." OF A REGULAR 1-YEAR SUBSCRIPTION TO INDUSTRIAL MARKETING FOR | 
I A t_.. py JUST $3. (THAT’S 13 ISSUES INCLUDING THE 550-PAGE MARKET 
the teshantotnat Qo. Gdns Oe DATA BOOK NUMBER.) | 
| | 
_ Oe DAL ETI ET I RL . | 
oe ae | 
I | | 
| | ! 
—enter my subscription to INDUSTRIAL MARKETING for one year | 
| at $3 and start it with the 1949 MARKET DATA BOOK NUMBER. | | 
! | ! 
[) Payment enclosed. C) Bill Me. C) Bill My Firm. 
| | 
| iL . SEPPEPCUTT ETERS TT TT Te Te rr rt ee DS «nak <atak vote | | 
| : | 
Wc 5's bas Nnn o d¥45bb Odo eee 35s0seReR een eee ee ‘ ! 
| | If you’ve been wishing for one | 
Ds. .6.0 0 0:5.00.6.9:096058060608 5 6.6 eRe we ees ed ir Obata OS ose oe eee | source book to do the whole | 
| | job for you... clip and mail | 
Ot, ss ok nae aeaiadon 6st Zone...... Sal svn oo} Sdnaknees | this coupon TODAY. | 
| ' | 
Send Your Order To: INDUSTRIAL MARKETING 100 E. Ohio Street, Chicago 11, Illinois 
| 
| | 
L 


Those Toni Twins 


(on Car Cards) Are 
Top Eye Catchers 


New YorK—Toni twins in u)- 
swept coiffures, who were look: d 
at and remembered by 29% of pe- 
ple over 15 in the Providence are ;, 
won first place for Toni home pe: - 
manents in study No. 12 of the 
Continuing Study of Transport: - 
tion Advertising. 

The 11-by-28” car card obtained 
135,000 readers during a 30-day 
display last April, the Advertisir 
Research Foundation reveals in 
report now being distributed to up- 
wards of 2,500 advertising, agency 
and transportation advertising ex- 
ecutives. The ad repeated the fa- 
miliar questions: “Which has the 
Toni?” and “Which has the $15 
permanent?” 

Kool cigarets and Wildroot hair 
tonic tied for second place. Their 
car cards each caught the eyes of 
95,000 persons over 15—or more 
than 20% of the area’s basic popu- 
lation. Willie the Penguin, wear- 
ing a rain coat and hat, told his 
sales message with a couple of 
jingles. On the Wildroot card, a 
bushy-haired young man watched 
his girl being embraced by a rival. 
The headline on the card: “This 
situation calls for Wildroot cream- 
oil.” 

More women than men saw and 
remembered the Toni card (31 
against 28%) and the Wildroot ad 
(22 and 18%). However, Kool’s 
Penguin made a bigger impression 
on masculine commuters; 24% of 
the men and 17% of the women 
recalled it. 


‘FARMER’ READERSHIP 
HIGH, SURVEY SHOWS 

St. Paut—More than two per- 
sons had read each copy of the 
May issue of the Farmer, a semi- 
monthly publication for rural fam- 
ilies in the Midwest, 13 days after 
it was published. 

This high readership for the pe- 
riodical, which has a circulation 
of 260,792, was revealed in study 
No. 7 of the Advertising Research 
Foundation’s Continuing Study of 
Farm Publications. 

A back-cover, red-and-black ad- 
vertisement for Standard Oil prod- 
ucts won top honors in advertising 
readership. It scored highest with 
men and second highest with wom- 
en. Top-rated advertisement with 
women was Robin Hood flour’s 
three-quarter page announcement 
of a contest for naming rolls baked 
from a mystery recipe. 

Classified advertising attract- 
ed nearly twice as many men as 
women readers—29 against 15% 
Front-cover photographs showing 
grazing cattle attracted more at- 
tention than anything else in the 
magazine. 
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Burroughs Names JWT 


J. Walter Thompson Co. has 
been appointed to handle adver- 
tising for the Burroughs Adding 
Machine Co. in Brazil, the Argen- 
tine and Central America. The 
agency’s offices in Rio de Janierc 
Buenos Aires and Mexico City 
will coordinate the activities, to 
gether with its Detroit office anc 
international division in New York 


Elects Bailey President 


George T. Bailey, vice-presiden 
and general manager of Photo. 
gravure & Color Co., New York 
specialist in printing by sheet-fec 
gravure, has been elected presi- 
dent and treasurer of the com- 
pany. He succeeds the late Fred- 
erick J. Bittner. 


Fros-T-Lemon Widens Field 


Fros-T-Lemon Co., Pittsburgh. 
will launch a fall and winter cam- 
paign to introduce Fros-T-Lemon 
a non-carbonated lemon drink, ir 
Florida, California and Texas 
Newspapers, radio, outdoor posters 
car cards and point-of-sale promo- 
tion will be used through Rothman 


|| & Gibbons, Pittsburgh. 
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The Oregonian goes with the 0 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 4 aa htt 


No ballyhoo here! If you want your product 
to be first in the gi-gan-tic, stu-pen-dous 

Oregon Market*... then use the medium that is 
first! That can mean only one newspaper... 
The Oregonian... first in Portland home- 


delivered daily and Sunday circulation, "all Oregon and 


Seven South- 
west Counties 
of Washington 


first in Oregon Market* daily and Sunday 


circulation. For advertising that attracts 


the crowds and keeps ’em buying, 
The Oregonian is your ticket. 


FIRST... 


In Circulation: Daily & Sunday 
In Coverage: Family & Market 
In Influence: Editorial & Advertising 
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WHAT DO You SELL? 


Whetherthey mre Wad on wolls,in windows, oron tables‘and counters 
. Richcloth Showroom 
Bonners aré doing @ year ‘round selling job in move amd more fields. 
if YOU sell ovtomobiles or motorboots ... major howseheld appli - 


-. by Memselves or os botkground dispicys .. 


ances ... small electrical appliances . 


. jewelry, cameras, shoes, 


turnitare, clothing, aptical goods, tobacco, Wquor . . . OF any simitar 


YOU 


<iryt 


rrr 


rie cloth 


YOUR GRAND 1 


was 


BAh 


THAT 


2t 
50 
100 
250 


For the first time, showroom banners are available in such a wide 
range of standard sizes and quantities, and at such attractive prices 
that every manufacturer, wholesaler and retailer ...even the 
smallest ones . . . can afford to make full use of this year ’round, 
point-of-sale merchandising piece. And, equally important, Rich- 
cloth offers you a finer, longer-lasting banner! 

No picture can do justice to the beauty, quality and durability 
of Richcloth Showroom Banners. You have to see and feel them to 
appreciate their superiority over ordinary banners. For here is 
cloth on cloth .. . not paint that may crack and peel. Yes, every 
letter of your message iselectronically impregnated ina rich, raised, 
suede-like cloth against a shimmering cloth background. That 
means a banner that is outstanding in appearance . . . that can be 
cleaned when necessary .. . that is a permanent, decorative sales aid. 

Richcloth Banners carry your sales story on lustrous satins, 
cotton twills, or all wool felt. For outdoor use, water-repellent 
gabardine twills are available. They are furnished in a wide variety 
of sizes and colors . . . plain or fringed .. . with or without eyelets 
or grommets, cord, tassels and rod. Special sizes and shapes mace 
to order. Sketches and designs submitted if desired. Standard 
commission to all accredited advertising agencies. Write tod<y 
for full details, prices and samples! 


DIVISION ROSCO MANUFACTURING COMPANY 
439-465 CENTRAL AVENUE * ROCHESTER 5, NEW YORK 
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AN’ VALUES 


AT <VEIR OWN STORY 


4 |x 3 ft. 


2: |. $5.50 ea. 
50). 5.00 ea. 
100 |. 4.75 ea. 
250|. 4.50 ea. 
500 F 4.25 ea. 
00). 3.95 ea. 
500|. 3.75 ea. 
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Rich- : 
i Richcloth Showroom Banners are not only available 
bility : in small as well as large quantities, but may be 
-m to individualized as shown in the accompanying 
neailiei illustrations. Think what it means to a wholesaler 
eve 
ane or retailer to have his firm name as an integral part 
That i of his banner! Think how much more he'll 
an be - cherish and use a banner that has this extra 
, aid. pulling power. No wonder leading firms are 
atins, 
ilies making use of them. And now everyone can 
riety have this individualizing at a modest cost. 
yelets ‘ Note especially that hand-lettered 
macle logotypes, trademarks and line illustrations 
d 
was r can be reproduced in facsimile 
(oda y . 
i 
I 
i 
, SPECIAL NOTE TO TEXTILE MANUFACTURERS: HANDSOME. 
We'll process your advertising message DISTINCT! VE 
: on your own material. Write for details. 
i 
i 
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BANNERS 
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Cantor Show Set for Oct. 1 

Eddie Cantor, back from a sum- 
mer trip through the displaced 
| persons camps in Europe, will re- 
turn to the airwaves on Oct. | for 
|Pabst beer. Dinah Shore will be 
| billed on the show as a guest art- 
| ist, although she is expected to 
appear regularly. Harry von Zell, 
Bert Gordon and Billie Burke 
lalso are scheduled for the NBC 
show. 


Micro-Lite Names Berger 


Micro-Lite Co., New York, man- 
ufacturer of miniature flashlights, 
has appointed Alfred Paul Berger 
Co., New York, to handle its ad- 
vertising. National consumer mag- 
azines, business news publications 
and direct mail will be used. 


-_ QUR BUSINESS IS THE 
PREMIUM and CONTEST Re 


FREE 16 PAGE BOOKLET 


Giveaway Craze 
Spreads to Canada 


Toronto—Ogilvie Flour Mills 
Co. will give home listeners an 
opportunity to win $1,000 on a 
giveaway show which starts Oct.2 
at 8 p. m., EST. 

Telephone calls will be made to 
listeners who will receive the cash 
award if they are able to tell 
where a “fortune” is hidden from 
clues given on the program. 

Studio contestants also will 
compete for prizes, but if they 
are unable to locate the “fortune,” 
they will have to “walk the 
plank”—the equivalent of a Ralph 
Edwards’ consequence. 

Time for the 30-minute broad- 
cast was bought on 27 CBC Trans- 
Canadian stations through E. W. 
Reynolds & Co. Ogilvie flour will 
be featured. 


Symmons Names Cory Snow 


Symmons Engineering Co., Bos- 
ton, producer of plumbing special- 
ties, has placed its advertising with 
Cory Snow,, Inc., Boston. 


Advertising Age, 


Columbia Maps Campaign 
lor Long-Playing Records 


Columbia Records, Bridgeport, 
Conn., will break a magazine cam- 
paign for its new Long-Playing 
Microgroove record next month. 
Placed through McCann-Erickson, 
full-page ads will appear in Holi- 
day, House Beautiful, House & 
Garden, Life, Look, National Geo- 
graphic, Newsweek, The New 
Yorker, The Saturday Evening 
Post and Time. 

Meanwhile, set and parts manu- 
facturers are featuring the attach- 
ments for playing the new platters 
in their regular campaigns. Philco 
magazine ads have plugged the 
theme—‘“45 minutes of music from 
a single 12” record,” and Magna- 
vox magazine copy—as well as 
that of Admiral—has promoted the 
new LP records. 


Greyhound Appoints Jones 


Edgar A. Jones, former super- 
visor in the revenue department 
of the Pennsylvania Greyhound 
Lines Operating Co., has been ap- 
pointed assistant to A. P. Hogan, 
advertising sales manager of the 
“Highway Traveler,” Cleveland, 
a publication of Greyhound Lines. 


News, Advertising, Readership 


Devoted to Building a 
Better Civilization 


Make fasta 
major market with 


DEPTH OF PENETRATION 


Modern management has learned the wisdom of directing its sales message 
at a specific market and of anchoring it there. This calls for penetration to 
the major interests and desires of that market. Such penetration is often 
one of the most difficult problems in advertising. 

When you advertise in THE CHRISTIAN SCIENCE MONITOR, you are sure you 
are reaching the basic buying impulse of MONITOR families in the most con- 
vincing manner. MONITOR readers go out of their way to buy goods adver- 
tised in this, their favorite newspaper. Leading merchants throughout the 
country tell us that MONITOR readers ask for nationally-advertised brands 


seen in the MONITOR. Furthermore, the “spendable income” 


— money avail- 


able for the good things of life—is definitely above average among MONITOR 


readers. 


May we prepare for you a tailor-made program of advertising in this 
newspaper ?—THE CHRISTIAN SCIENCE MONITOR, One, Norway Street, 


Boston 15, Massachusetts. 


SPEAKING OF DEPTH OF PENETRATION, HERE IS WHAT ONE ADVERTISER SAYS: 
"Our full-page advertisements have appeared several times in all the leading newspapers 


of the country, from coast to coast. 


Three papers have surpassed all others in the amount 


of business produced, per dollar spent. The Christian Science Monitor is one of these three.” 


eC RISTIAN. 
2 SCIENCE 


| MONITOR 


Listen every Tuesday night to 


Branch Offices 


163 /4 Strand 


“THE CHRISTIAN SCIENCE MONITOR VIEWS THE NEWS” 
with Erwin D. Canham, Editor, over the ABC network 


NEW YORK: 500 Fifth Avenue 
CHICAGO: 333 N. Michigan Avenue 
DETROIT: 3-101 General Motors Building 
KANSAS CITY: 1002 Walnut Street 

SAN FRANCISCO: 625 Market Street 

LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 

PARIS: 56 Faubourg Saint Honore 
LONDON, W.C. 2: Connaughr House, 


GENEVA: 28 Rue du Cendrier 
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Comics Publishers 
Adopt New Seal, 
Appoint PR Chief 


New YorK—The Association of 
Comics Magazine Publishers mov- 
ed into high gear last week with 
its drive to clean up offending 
comic books and to let the public 
know that the work is being done. 

Fourteen publishers who have 
already subscribed to the indus- 
try’s code of ethics (AA, July 12) 
have been advised to submit 
copies of all publications at once 
for critical review. Their output 
will be scrutinized under the 
supervision of Henry E. Schultz, 
executive director of the associ- 
ation. 

After a thorough survey of al! 
present publications, said Phil 
Keenan, president of the associ- 
ation, “an appraisal will be made 
under Mr. Schultz’s direction and 
consultations with publishers wil! 
be held.” 

The ACMP head said he plans 
to announce soon a list of official 
advisers to the comics magazine 
industry, who will work with him 
in establishing standards for these 
magazines. While it will be sever- 
al months before changes can be 
made, because of production 
schedules, eventually the approv- 
ed books will carry an associ- 
ation seal showing that the pub- 
lishers support the code of ethics 

Maurice G. Postley, former New 
| York newsman who set up his 
own pubiic relations office in 
| 1946, has been named as counse! 
| to the association. 
| oe a hy > ‘ 
'Rynerson Purchases 
Florida Newspaper 

W. E. Rynerson, publisher of 
the News-Journal, Murfreesboro. 
Tenn., since 1940, has acquired 
“control of the Daily News-Chief, 
Winter Haven, Fla., from W. J. 
and W. W. Galvin. The deal was 
made through Capt. Vincent J. 
'Manno of Smith Davis Corp., New 
_ York. The Daily News and Chief, 
| with combined circulation of 4,000, 
| recently were merged. Mr. Ryner- 
son, who becomes publisher of the 
“merged papers, will make his 
_home in Winter Haven. 


| 
Adds Television Division 


| Encyclopaedia Britannica 
Films, Wilmette, Ill., producer of 
educational motion pictures, has 
established a television division to 
_produce and market special films 
for television. Frank Cellier, di- 
‘rector of the home films depart- 
ment, will head the new division. 


| 
-WHN Changed to WMGM 


Station WMGM, the new cal! 
letters of WHN, New York’s sec- 
ond oldest radio station, last week 
presented a three-hour, star-stud- 
ded program to open its new 
$1,000,000 studios at 711 Fifth Ave. 


WMIN Promotes Devaney 

Frank M. Devaney, station 
manager, has been appointed gen- 
eral manager of Station WMIN, 
St. Paul, succeeding the late 
Edward Hoffman. 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, ccs- 
/metics, liquor or any other products 
to sell, the best way to reach the N-- 
gro is through the Negro papers an’ 
| magazines he reads with interest and 
| confidence. Advertising in these pa- 
pers pays big dividends, for the Amer- 
ican Negro is the most loyal customer 
in the world. For full information of 
this great market, write today to 
interstate United Newspapers, Inc., 545 
Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade. 


N OTE: We now have facts compiled by the 

* Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free information, 
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Ice Cream Firms 
Plan “49 Drive 
for Single Brand 


CINCINNATI—Independent ice 
cream manufacturers selling in 18 
states will launch a cooperative 
$300,000 campaign in 1949 to boost 
sales of an exclusive brand, Qual- 
ity Chekd products. 

The 46 manufacturers are mem- 
bers of the Quality Chekd Ice 
Cream Association, which has its 
headquarters here with Charles T. 
Walker as managing director. Bulk 
of the ’49 expenditures by the in- 
dividual firms will go for point-of- 
purchase display material, with the 
remainder to be used for local 
newspaper advertising and other 
merchandising aids. No national 
advertising is contemplated next 
year. 

The program, now being shaped 
up by the association’s agency, 
Campbell-Mithun, Inc., Chicago, 
was approved by members at a 
series of seven regional meetings 
this month in Cincinnati, Cleve- 
land, Lansing, Oshkosh, St. Paul, 
Waterloo and Chicago, at which 
plans were outlined by Mr. Walker 


and Clinton E. Hentrich, Camp- | 
bell-Mithun account executive. 


8 The association, starting with 22 
charter companies in 1944, grew 
out of a series of meetings launched 
two years earlier by five Iowa and 
Wisconsin firms whose executives 


wanted to benefit by a discussion 
of their merchandising problems. | 

The 46 companies now enrolled | 
hope to compete on a more equal | 

footing with such heavily- ~pro- | 
moted products as National Dairy 
Products Corp.’s Sealtest brand, 


AUTOMATIC 
ADDRESSING 
SERVICE 


Private mailing lists set up on 
plates, corrected and ad- 
dressed as ordered—using Pol- 
lard-Alling, Addressograph, or 
other stencil systems; private 
departments changed over to 
service company basis. 


Inquiries, prospects, sub- 
scribers, customers, buyers, 
members—addressed on cards, 
envelopes, wrappers, mailer- 
strip, booklets, self-mailers, 
labels, stuffed mail, direct-on- 
publication. 


If you have a mailing list 
of 5,000 to 500,000 names 
which is addressed weekly, 
monthly, or even as few as 
six times a year, phone or 
write George Green to learn 
} what time and money saving 
possibilities and other advan- 
tages may apply in your case. 


GLOBE 
ORGANIZATION 


INCORPORATED 
480 Lexington Ave. 
New York 17 
PLaza 3-7938 


(All around lettershop service 
available in conjunction with 
Automatic Addressing) 


Beatrice Creamery Co.’s Meadow 
Gold and Swift & Co.’s Swift ice 
cream. Expansion plans allow for 
new members in any sales terri- 
tory which doesn’t overlap those 
served by present member com- 
panies. 

The group will feature a rigid 
standard of manufacture, with 
periodic tests of products and fa- 
cilities by an independent food 
laboratory in Chicago. Members 
are allowed 30 days in which to 
correct any lapse in product qual- 
ity, or face loss of membership in 


the association. 

Display material to be used next 
year, employing full-color photog- 
raphy, will feature a monthly ice 
cream flavor; a take-home special 
such as ice cream pie or cake; 
complete fountain display sets on 
sundaes and sodas; and posters 
showing ice cream in combination 
with other foods, for use on back 
bars, overhead positions, booths 
and windows. Company names will 
be linked with the trademarked 
Quality Chekd brand in each firm’s 
exclusive sales territory. 


Kwastel to Macmullen 


Irving Kwastel, formerly a dis- 
play consultant, has joined Mac- | 
mullen Associates, New York, as 
an account executive. 


Weiss Heads Don Lee Group 


Lewis Allen Weiss, vice-presi- 
dent and general manager of Don 
Lee Broadcasting System, has been 
elected president of the Thomas 
S. Lee Enterprises, which owns the 
Don Lee Broadcasting System, the 
Don Lee Cadillac motor car Cali- 


fornia distributorship and a part | 390 W. 42nd St., W. ¥. 18, &. ¥. 


of the Mutual Broadcasting Sys-| 


tem. Other officers are: Willet H. 
Brown, executive vice-president; 
A. M. Quinn, secretary-treasurer, 
and Ray Sandler, assistant séc- 
retary. 


Got A Drug Product? 


Many drug firms are 
crying the blues. But 
my client’s sales are 
over 10% ahead. Want 
more business... NOW? 
Write: 


Box 7113, Advertising Age 


AMERICA HAS COME A LONG WAY IN THE PAST FIFTY YEARS 


“There She Goes, Boys!” 


Ever since 1898, the year International Paper 


People took buggy rides for miles to see those 
daredevils actually leave the earth in that new- 
fangled contraption. Patiently they waited, 
every second packed with drama, until that 
breath-taking shout, ‘‘She’s off the ground!”’ 
At a balloon ascension 50 years ago, even the 
spectators were up in the air! 

Today passengers fly from coast to coast as 
matter-of-factly as Grandpa jogged to town. 
Air travel has grown from a stunt to a neces- 
sity. A development in which paper has played 
no small part. For example: 

Take blueprints and specifications; tickets 
and timetables and flight reports; maps and 
travel folders ; weather maps; and the periodi- 
cals reporting in aviation. Every one is a paper 
product—tailor-made to do its special job! 


INTERNATIONAL PAPERS 


%2 ,; : 


Company was established, paper has been the 


herald and servant of progress. 


International Paper Company, 220 East 42nd 


Street, New York 17, N.Y. 
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U. S. Co. Named 
to Handle British 
Printing Process 


New Yorxk—McCorquodale 
Process, Inc., has been formed at 
36-20 33rd St., Long Island City, 
to handle the merchandising in 
this country of the new color print- 
ing process which utilizes a press 
capable of running as many as 77 


remember 
Business 
Associates’ 


colors and shades with one im- 
pression at 1,200 impressions an 
hour. 

The process was developed by 
McCorquodale & Co. Ltd. Malcolm 
S. McCorquodale is chairman of 
the new company, while R. I. N. 
Weingart, chairman of the board 
of General Register Co., is vice- 
president. 

The process is being licensed 
under U.S. patents. First machines 
shipped here were leased to E. I. du 
Pont de Nemours & Co. and Pitts- 
burgh Plate Glass Co. Subsequent 
licenses were granted to Magill- 
Weinsheimer Co. and Carl Gror 
Color Card Co., both of Chicago; 
General Printing Corp., Ft. Wayne, 
Ind.; M. Steinthal & Co., New York; 
and De Troy Press, Englewood, 
N. J. 


Croot Gets Candy Account 

Samuel Croot Co., New York, 
has been appointed to handle the 
advertising of Delson thin mints 
made by Delson Candy Co., New 
York. 


Movie Admen 
Go Pactless 


in Labor Row 


Publicists’ Guild 
Backs Refusal to Sign 
Communist Waiver 


New YorK—As AA went to press 
last week, it looked as if the major 
motion picture companies and 
their advertising and publicity em- 
ployes, as well as most of their 
clerical forces, would be without a 
union contract for the first time 
since 1941. 

Both the admen’s unit (Screen 
Publicists’ Guild, local 114) and 
the clerical employes (Screen Of- 
fice and Professional Employes 
Guild, local 109) are affiliated with 


4 this cieculation 


OVER 500,000 DAILY Z 


Over 500,000 families in wealthy Ohio means a real buy- 


ing power. 


Ohio is highly industrialized and the people 


are well paid. They have money to spend and are spend- 


ing it. 


Are you getting your share? 


If not, here’s an 


easy method of reaching this fast-growing market of 


1,500,000 readers. 


Give the 49 newspapers of the Ohio 


Select List a fair test and you'll be pleased with the 


results. 


One out of four Ohioans reads an Ohio Select List daily 


and the only sure way to reach these readers is through 


their home city newspaper. The market is there, if your 


product is right, you can’t lose. 


vestigate now, write, wire or phone. 


In- 


INAL TOWER, CLI /ELAND ~ 
cHIcAaco NEW YORK =-CINC 


AT ESQUIRE CONFAB—Prominent attendants of the Esquire sales convention held at 
the Sleepy Hollow Country Club, Scarborough, N. Y., were (left to right): Jess W. 


Sweetser, 


national advertising manager of Esquire; G. T. Sweetser, publisher of 


Esquire; Anson Lowitz, vice-president, J. Walter Thompson Co., and Frederick Birming- 
ham, managing editor of Esquire. 


the militant United Office and Pro- 
fessional Workers of America, a 
CIO union whose national officers 
have declined to sign the anti- 
Communist affidavits asked by 
the Taft-Hartley Act. 

Although the union insists that 
the cornpanies’ refusal to negotiate 
or renew the contract is not based 
on the ground that officers have 
not signed the affidavits, still the 
refusal of the officers to sign the 
affidavits was approved by a refer- 
endum of the union by a 6-to-1l 
majority, and the publicists were 
4-to-1 in favor of not signing the 
documents. 


® From the union viewpoint, the 
discussion over the Communist 
disavowal is “‘quibbling.” 

Under the act, Communist affi- 
davits and financial statements are 
necessary to bring a union into 
NLRB jurisdiction, and to set up 
a vote to determine representation. 
Guild members say there is no 
question that the unit represents 
its members, and management does 
not contend that it doesn’t. Hence, 
the union feels that the anti-Com- 
munist objection has only been 
raised because the motion pic- 
ture companies are now economy- 
minded. 

The union is asking for a 25% 
across-the-board increase, although 
members admit privately that this 
is only a bargaining demand. So 
far, motion picture companies have 
been adamant, with the exception 
of Robert R. Young’s Eagle-Lion 
Films, where William C. MacMil- 
len Jr., president, signed a two- 
year contract which calls for an 
immediate 742% increase, and an- 
other 742% increase over a period 
of time depending on increases in 
the cost of living. 


ws Otherwise, a guild spokesmen 
said, there are no other negotia- 
tions currently in progress. AA 
was told the Eagle-Lion settlement 
might well set the pattern for the 
industry—if the guild has its way. 

Among the Screen Publicists 
Guild’s 400 members are most of 
the publicity, advertising, art, pro- 
duction and exploitation men of 
the major motion picture compa- 


nies in New York, as well as those 


of two large theater organization. 
Loew’s and RKO. 

The union’s present minima are, 
based on the two-year contract 
which expired Sept. 26: senior 
publicist, $125 a week; publicist, 
$87.50; associate publicist, $62.50; 
apprentice, $40. Apprentices must 
be reclassified or fired after one 
year, and cannot be retained in 
this status without permission of 
the guild. The guild spokesman 
told AA the average guild member 
earns $112 a week. 


@ The guild has not yet invoked 
the threat of strike. Within the last 
few weeks, leaflets and booklets 
nave been handed out in movies 
and at openings, in an effort to en- 
list some public support, and the 
guild expects to do some adver- 
tising. 

The guild is reported to feel that 
one of the major difficulties about 
negotiation is the desire of man- 
agement to cut off some of the 
senior publicists from the guild. 
These men formed the backbone 
of the labor organization in its 
early days, and many of them have 
now been elevated to places where 
they may exercise “supervisory 
functions.” 

Guild members are uncertain 
about the status of these men un- 
der Taft-Hartley, and they suspect 
that the insistence of the compa- 
nies on the anti-Communist docu- 
ments may be a stratagem to force 
NLRB to define the status of the 
senior publicists. Then, supposing 
the NLRB were to hold that the 
seniors may be guild members, 
companies could resort to litigation 
to appeal NLRB’s decision, all o! 
which will delay the contract. 


Ellis Joins Gardner 

James P. Ellis, formerly a writer 
and director at Mutual Broadcast- 
ing System, has joined the New 
York office of Gardner Advertis- 
ing Co. as assistant to Roland 
Martini, vice-president in charge 
of radio. 


Gibbons Gets Shoe Account 


Ludger Duchaine, Inc., Quebec, 
P. Q., manufacturer of men’s and 
women’s shoes, has appointed 
J. J. Gibbons Ltd., Montreal, to di- 
rect the company’s advertising. 


city association officials. 


THE BOWLER’S MAGAZINE NG 


Over 37,000 circulation, including 25,000 league and 2515 
The only m 
coverage of 5336 certified Bowling establishments. Bowling 
market, wide open after four war years, produces $29! ,000,- 
000 annually — three times as much as pro baseball. 
Write for our latest rate card today. 


azine with 100%, 


Official Publication of 
AMERICAN BOWLING CONGRESS 


2200 NORTH THIRD STREET 
_ MILWAUKEE 12, WISCONSIN | 
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Red & White Food 
Stores Boost Goal 
for Special Sale 


Cuicaco—Red & White food 
stores will shoot at a 1,000,000- 
case goal next month when retailer- 
members of the voluntary coopera- 
tive group conduct their 27th 
annual trainload sale of canned 
goods. 

Extensive advertising will pro- 
mote the annual sale, including 
newspapers, radio, direct mail and 
handbills. The company, with head- 
quarters here, is sending out 67- 
piece display sales kits to the 5,637 
Red & White stores throughout the 
country, whose owners and store 
personnel will dress for the occa- 
sion in engineers’ coveralls, caps, 
red bandannas, étc. 

The sale, from Oct. 15 to 21, 
expected to show a big jump over 
the 1947 volume, when almost 
565,000 cases of canned foods were 
moved into consumer homes. The 
average increase in canned food 
sales per store amounted to 136%, 
while dollar volume per store 
moved up 24%. 


= The Red & White group, which 
has grown since its founding in 
1921 to an over-all total of more 
than 8,500 stores in the U.S. and 
Canada, made a special tie-in with 
the Chicago Railroad Fair this 
year. A Chicago beauty, crowned 
“Miss Red & White,” was feted at 
the fair in honor of the annual 
trainload merchandising scheme. 
Although the stores invested a 
little more in advertising last year, 
compared with ’46, it still wasn’t 
enough, retailers were told in the 
corporation’s latest annual report. 
Cash stores spent 0.44% of sales 
for advertising last year, compared 
with 0.43% the previous year, 
while credit stores advanced their 
average from 0.34% to 0.54%. Sales 
moved up an average of 29.7% per 
store, from $104,000 in 1946 to 
$134,900 last year, and total retail 
volume of U. S. and Canadian stores 
topped the $1 billion mark. 
Advertising and sales promotion 
work is centered in the company 
offices here, which provide a regu- 
lar advertising service and fill 
special needs of any of the mar- 
keters. Company brands are pro- 
moted heavily, including two ma- 
jor lines, Red & White and Siun- 
spun, and a price line called Our 
Value. Specific product names are 
employed for a dozen special items 
sold in the stores, such as Flav-R- 
Jell and Wash-O, washing powder. 


Appoints Gilbert Agency 


Rivoli Scarf & Novelty Co., New 
York, manufacturer of scarfs, 
stoles and other fashion access- 
ories, has placed its advertising 
with Norman S. Gilbert Co., New 
York. A trade campaign will be 
launched, followed by consumer 
advertising. 


Seiberling Promotes Fouche 


J. A. Fouche has been promoted 
from assistant manager to manager 
of the diversified products sales 
department of Seiberling Rubber 
Co., Akron, succeeding Paul B. 
Means. 


Hagemann Joins Romaine 


Walter G. Hagemann, formerly 
account executive of Wesley Bow- 
man Studios, Chicago, has joined 
Romaine Studios, San Francisco, 
as account executive in the com- 
mercial department. 


Dawson Named Art Director 


Martin Dawson, formerly with 
the Chicago offices of McCann- 
Erickson and MacFarland, Ave- 
yard & Co., has been appointed 
art director of Advertising As- 
sociates, Inc., Miami, Fla. 


Joins Rodgers & Brown 


Ira Alan Goff has been appoint- 
ed account executive and radio and 
television director of Rodgers & 
Brown Advertising, New York. He 
sermarty was with Scott & Wil- 

ams. 


Donald Heads Jack & Heintz 


Kenneth G. Donald has been 
named president of Jack & Heintz 
Precision Industries, Inc., Cleve- 
land, succeeding Byron C. Foy, 
who resigned as president and 
chairman of the board. The latter 
position has been abolished by the 
company. Mr. Donald, who has 
been general manager of Jack & 
Heintz, also is vice-president of 
Robert Heller & Associates, Cleve- 
land, a position he will continue 
to hold. 


Juneau Names Lukacsy 


Hermina Lukacsy has been ap- 
pointed media director of C. B. 
Juneau, Inc., Los Angeles. She 
was previously with Madison Ad- 
vertising in the same capacity. 


Publishers to Meet 


The annual meeting of the Agri- 
cultural Publishers Association 


1S! will be held at the Chicago Ath- 


letic Club Oct. 12-13. 


Wolff Ads to Be Signed 


Lester L. Wolff Advertising 
Corp., New York, will sign its 
advertising beginning with copy 
for Associated Food Stores, one of 


its clients. Mr. Wolff, president of |Crown Can Names Clements 
said he thought it 
the creative 
minds of advertising people 
they signed their creative efforts. | phia, effective Oct. 1. 


the agency, 
would 


stimulate 


Clements Co., Philadelphia, has 
‘© | been named to handle the adver- 
if | tising of Crown Can Co., Philadel- 


DAY AND NIGHT 


the Boardwalk 


Atlantic City 
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A WORLD-WIDE AUDIENCE 
ABSORBING YOUR MESSAGE 
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» Maw Olean TIMES-PICAYUNE and STATES 


% SUNDAY 


With This 

Matchless, 
Quick-Action : 
Combination : 


TIMES-PICAYUNE 


Most Successful Selling Force 
in the South's Greatest Market 


NEW ORLEANS 
STATES 


Leading Afternoon Newspaper 


The shortest distance between your 
goods and consumers in the South's 
Greatest Market is The Times-Picayune- 
States combination—a morning-evening 
duo that really SELLS merchandise! 


180,900 homes* in New Orleans . . . 
combined city circulation of these great 
totals 180,947,** 
78,000 trade territory readers. 


newspapers plus 


*Sales Management Survey 1947 
**ABC Publishers’ Statement 
3 Months Ending March 31, 1948 
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| Almost half the people... 


Reading of 
Comics Magazines 
\ by Individuals 

eights 7] | 2 (of 8 years of age and over) 
i | | : \ in Dayton, Ohio 


. | | from the new Stewart, Dougall survey 
for The National Comics Group 


Byes | 
MES ee _ 42.9°%o Did not read 
ie | : in last 4 months 


Read in last 30 days 


Read in last 4 months 
but not in last 30 days 


46.8% had read 


Comics Magazines 
in the last 4 months 


& almost half the homes... 


50.3°%o families—no members read Comics Magazines 
in Dayton, Ohio. . . from the new Stewart, Dougall survey for The National Comics Group 


49 .7°o families—one or more members read Comics Magazines 
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SEX: Male Female 
%F% Pop. 5.8 5.8 
Age: 8 to 14 


In Dayton, Ohio, during the first two 
weeks in June of this year... Stewart, 
Dougall and Associates interviewed 1074 
people...made a study which probed wider 
and deeper into the readership of comics 
magazines than any previous research. 

This study indicates the evolution of 
a ‘‘sleeping’”’ major medium during the 
last decade. While some advertisers have 
recognized and profitably used the comics 
magazines as a medium for children and 
adolescents... the readership has been 


steadily spreading among older age groups. 


In Dayton, for instance, while National 
Comics reach 86.8%— of comics magazines 
readers in the 8-14 year group... readers 
over age 21 exceed the sub-adult audience 
by more than half. Youth medium with 
the highest coverage, National Comics also 
delivers a premium of adult audience as 
large as a major mass magazine! 

This newest Stewart, Dougall study is 
available for your inspection...on request 


to the nearest National Comies office. 


ii THE NATIONAL COMICS GROUP 


Represented by Richard A. Feldon & Co., Inc., 205-East 42nd Street, New York 17, N. Y. 


...and National Comic Group covers 
most comics magazine readers! 


70.7 


Male Female 
5.0 5.0 


15 to 20 


42.9 


Readership of Current National Comics Magazines 
by Sex and Age—in Dayton, Ohio 


... from the new Stewart, Dougall survey for The National Comics Group 


91.0 


39.4 


C] Read any Comics Magazine 


ee Read any current 
NATIONAL COMICS Magazine 


Female 
9.3 10.1 29.8 
21 to 30 


a - ake pots y 


Female 
29.2 


31 and over 
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Chambers Range Plans 


National Sales Move 


Hoosier Firm Revises 
Sales, Ad Aims Under 
Williams and Flatos 


INDIANAPOLIS—A kitchen range 
enterprise that sold a high-quality, 
high price product almost entirely 
by word-of-mouth promotion for 
nearly 40 years is the tool with 
which a prominent Texas family 
plans a bid for a major slice of the 
U. S. gas range market. 

A Chambers range is the dream 
of every housewife who has ever 
heard of it, despite the fact that 
its price tag is about 75% higher 
than the average gas range. 

But John C. Chambers, who 
developed the first insulated fire- 
less cooker and built it into the 
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present sleek model loaded with 
exclusive features, was content to 
stick to the manufacturing end. 
Nobody is positive but it is gener- 
ally believed that he never spent 
a cent for advertising and his in- 
terest in the sales end of the 
enterprise has always been slight. 


ws The Flato family, who among 
their other activities in Texas have 
been Chambers distributors for 
more than 15 years, believes in 
merchandising, and have been con- 
vinced that specialty selling— 
hard-hitting product promotion on 
one quality item all the way down 
the line—will sell ranges in 
quantity. This is regarded as a 
new approach to sales in a field 
dominated by the habit of waiting 
for the customer to come around. 
As distributors, the Flatos could 
apply their theory only in their 
own territory and they had oeen 
anxious to buy the whole Cham- 
bers organization to see what 
could be done nationally in a field 
they believed was wide open. 
When the Chambers Corp. de- 
cided to do some postwar expan- 
ding, it needed capital and the 
Flatos were the natural people to 
go to for it. The Texas family 
bought the entire Chambers or- 
ganization in April, 1946. 


s For their money, the Flatos ob- 
tained a small but efficient fac- 
tory, a scattered dealer organiza- 
tion of some 4,000 in the Indiana 
area, a New York division and 15 
to 20 distributors. 

They also got Charles Zemer, 
the head of the 
New York di- 
vision, another 
strong adherent 
of specialty sell- 
ing, and W. C. 
Williams, sales 
manager for the 
New England di- 
vision. Mr. Zem- 
er had built up 
an effective deal- 
er organization 
and had trained 


W. C. Williams 


Mr. Williams. 

Williams was brought back to 
Indianapolis and installed as gen- 
eral manager of the new Chambers 
Products organization. Franklin 
Flato, who had developed much of 
the successful sales of Chambers 
ranges in Texas, became Ist vice- 
president and representative of the 
Flato interests in the company. 


s Out of the meeting of minds 
came a wholly new approach to 
selling ranges, covering distribu- 
tors, dealers, retail stores and even 
the buyer. The new program aims 
at nothing less than finding a 
Chambers dealer in every trading 


j}center in the U. S., with each 
'|}dealer sold on specialty selling, 


and willing to put his faith, effort 
and money into a_ specialized 


.| effort. 


Williams has two rules on deal- 
erships: First, if a dealer is lo- 


»| cated in a town of at least 10,000, 


he can use the Chambers specialty 
approach; second, while Cham- 
bers isn’t talking about exclusive 
franchises, no dealer will have to 
worry about another Chambers 
dealer in his territory. 

There are so many spokes in the 
Chambers wheel that even Mr. 
Williams sometimes isn’t positive 
of the exact stage at any given 
moment of each development in 
the swiftly-expanding program, 
but roughly, here’s the setup: 

Unhappy over the sales of 
Chambers ranges in Indianapolis, 
the new team started setting up 


‘lits own retail stores. Four have 


FOR STORE OPENING—Chambers Corp., 

Indianapolis, used this two-color page re- 

cently, stressing the low down-payment, 

shortly before opening another superstore 

there. National advertising and selling 

will come later under plans being formu- 
lated. 


been established here to date. The 
fourth is a large new building con- 
taining a complete all-gas demon- 
stration kitchen, plenty of Cham- 
bers ranges on the floor, seats for 
100 people and salesmen the man- 
agement guarantees know how to 
cook. 

Two more stores will be estab- 
lished in Indianapolis. But the 
retail program is already paying 
off. The fourth store, into which 
70,000 to 80,000 Hoosiers streamed 
during a three-day opener, carry- 
ing keys in a typical Chambers 
promotion, cost around $250,600. 


ws The Indianapolis setup is not 
merely a division selling ranges 
by owned stores,in preference to 
dealer outlets. It also is an experi- 
mental program in which Cham- 
bers tests new selling and mer- 
chandising techniques to pass on 
to dealers. 

The key promotion is an ex- 
ample of the testing technique. 
Weeks of drum-beating in Hoosier 
newspapers and on the air prec- 
ceded the opening of the newest 
merchandising center. As part of 
the promotion, the company passed 
out 5,600 keys. Two of them will 
open a lock on a Chambers range 
in the merchandising center and 
the lucky key-holders will get a 
“pot of gold” in cash. 

A satisfying number of people 
came to see the new center but 
none of them had the lucky keys. 
Williams, realizing the possibility 
of a backfire, is turning that prob- 
lem into a promotion stunt. He 
plans to spend several hundred 
dollars in local gpewspaper ads in 
a city-wide search for the two 
persons holding the right keys. 

The Indianapolis setup includes 
a home service program, through 
which a trained Chambers rep- 
resentative goes into the home of 
a buyer three or four times. The 
representative’s job is to show the 
new owner how to get the best 
possible use from the range. 


a Chambers owners get a $5 cash 
bonus for every prospect they turn 
in to whom a range is sold. This 
is old stuff in other product fields 
but believed first in range selling. 
Another idea will get a test in 
Indianapolis about Oct. 1: For 
housewives who aren’t interested 
in a cash bonus, the merchandis- 
ing center will offer rewards of 


Mixmasters, irons and a host_of| 


other gleaming time and labor 
savers. A premium book is being 
prepared which will go to every 
Chambers range owner in Indiana- 
polis. 

Mr. Williams started with 300 
dealers in Indiana and two or 
three nearby states who have oeen 
handling Chambers ranges for 
many years—but not the way the 
new team wants them handled. 
The New York organization, 
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under Mr. Zemer, has been push- 
ing the specialty tactic for several 
years. The rest of the U. S. is prac- 
tically virgin territory. 


ws The first move is to persuade 
the dealers to specialize in Cham- 
bers ranges. One of the answers to 
che mystery of how Chambers 
persuades the dealers to give up 
the presumed safety in numbers 
of a lot of lines in ranges to con- 
zentrate on Chambers is partly 
that the kitchen range retail field 
isn’t doing too well. Too many 
dealers are loaded with a big in- 
ventory that they have never tried 
70 sell and don’t know how to 
sell. The Chambers sales talk to 
such dealers is to get them to 
jisplay the Chambers _ range 
properly, advertise it vigcrously 
and go out after prospects. 

The dealer program isn’t yet a 
smoothly integrated operation. In 
the first place, Mr. Williams hasn’t 
had time to organize all phases. 
In the second, some elements must 
wait on others. The parade of 
dealers to Chambers headquarters 


started shortly after the new pr - 
gram got under way, but J. 
Williams simply hasn’t had tie 
chance yet to set up a deale s 
manual and a comprehensive dee - 
ers sales program. 


s The status of the company’s a 
vertising effort is another examp 
of the many-irons-in-the-fire sta: 
of the whole picture. Williams hi: 
hard with advertising for sales | 
Indianapolis, operating at th. 
upper end of the 2% to 5% « 
total sales budget. 

That is enough to make Chan 
bers one of the biggest indepen 
dent advertisers in Indianapo)i: 
Most of it goes for newspaper 


POINT OF SALE 


ADVERTISING 


Colorful - Self Adhesive - Cellophane, proc 

19 Rolls. Easy to buy - Easy to apply amas tne 
Packaging -Point of Sale advertising - Parts mari. 
ing and Aircraft Wire terminal identification. 


TOPFLIGHT TAPE CO. - YORK, PA, 


He Puts Pieces Together 
To Picture the National Scene 


He doesn’t accept pictures ready-made, as prepared by 


someone with a ready-made point of view. 


He, or a 


member of his staff, digs out facts, fits them together 


piece by piece. 


If a vital part is missing he phones a 


Congressman or a Bureau head—or someone who ought 


to know. 


If necessary he'll send a fact-finder direct to 


the source—to Alaska—or Mexico—or wherever it may 
be. He ends up with a clear, complete picture for his 


radio audience. 


His program rates high with listeners and advertisers. 
Currently sponsored on 319 stations, the Fulton Lewis, 


Jr. program is the original news “co-op.” 


It affords 


local advertisers network prestige at local time cost, with 


pro-rated talent cost. 


Since there are 502 MBS stations, there may be an 


opening in your city. 


ence for a client (or yourself), investigate now. 


If you want a ready-made audi- 


Check 


your local Mutual outlet—or the Co-operative Program 


Department, 


Mutual Broadcasting System, 


1440 


Broadway, NYC 18 (or Tribune Tower, Chicago 11). 
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plugging the theme that Cham- 
bers is the range that cooks with 
the gas turned off. (The range is 
designed to retain a high enough 
heat for cooking for varying peri- 
ods after the gas is shut off. Radio, 
outdoor and some direct mail are 
used, also. 

The kind of merchandising 
Chambers seeks to develop in a 
nationwide dealer organization is 
dependent on greater output. The 
factory could with present facil'- 
ties triple output if critical materi- 
als were available, but even that 
would not be enough, and a major 
expansion of productive facilities 
is being blueprinted. 


a A national budget as a central 
part of the total program is de- 
finitely in the works but it will 
have to wait until both the dealer 
organization and the bigger pro- 
duction are available. Just when 
that will be is a Chambers secret. 

Until that day the organization 
is moving along as fast and as far 
as it can in those directions that 
are open. Mr. Williams and his 
crew are exploring to the limit 
every merchandising idea they 
can dream up, building a sales 
force to handle the dealer pro- 
gram and in general getting the 
kinks out for the day when 
Chambers can start building a 
foundation of specialty Chambers 
dealers in every part of the U. S. 
where ranges are used. 

If the trick can be turned, the 
company will have a network of 
dealers selling Chambers ranges 
with all the enthusiasm of sales- 
men in the Chambers retail stores, 
but without the tremendous finan- 
cial outlay a factory-retail store 
organization requires. 

It also means that eventually 
thousands of dealers will be going 
cut after kitchen range sales in a 
manner that should put Chambers, 
now in sixth or seventh place 
nationally in volume, a lot farther 
up toward the front. 


Lowell Names Hauser 

Philip L. Hauser has been 
named general sales manager of 
Lowell Mfg. Co., Chicago, maker 
of sprayers and dusters. Prior to 
joining Lowell a year ago, he was 
assistant sales manager of P. & F. 
Corbin, New Britain, Conn., hard- 
ware manufacturer. 
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G-E to Air New Show 


Canadian General Electric Co., 
Toronto, will present the Leslie 
Bell Singers, Canadian women’s 
choral group, in a new radio show 
beginning Oct. 3, over a coast-to- 
coast network of 44 English and 
13 French stations. The show will 
be heard Sundays at 6 p.m., EST, 
and newspapers, trade publica- 
tions and radio will be used na- 
tionally to promote the new 
program. The agency is MacLaren 
Advertising Co., Toronto. 


Transfers Grandbois 


Morlan J. Grandbois, formerly in 
the advertising publicity and sales 
promotion department of St. Regis 
Sales Corp., New York, has been 
appointed assistant sales manager 
in the printing, publication and 
converting paper division of the 
company. 


Epstein Appoints Brandt 


Gloria Brandt, formerly with 
Station WWDC, Washington, D. C., 
has been appointed director of the 
radio and television department 
of Alvin Epstein Agency, Wash- 
ington. 


Publications Chief 
Farm Fact Source, 
Agency Study Shows 


RACINE, Wis.—Some 46% of 
farmers believe that farm publi- 
cations are the major source of 
information on agricultural oper- 
ations, according to survey results 
announced by Western Advertis- 
ing Agency. 

Farm publications led ten other 
possible sources on the basis of 
292 returns in a mail survey in 
which farmers were asked to list 
their first, second and third 
choices. Farm publications were 
also listed most often as the sec- 
ond most important source, while 
bulletins led as third in impor- 
tance. 

In a report on the survey re- 
sults, G. B. Gunlogson, president 
of Western, said that the leader- 
ship of farm publications as a 
source of information “comes 
from timing of subject matter, 
continuity and the fact that the 
publications are, for the most part, 


well edited for farmers.” But farm 
publications would improve the 
speed and effectiveness of their 
service, he said, if greater collabo- 
ration were achieved between the 
publications and experiment sta- 
tions or college extension depart- 
ments. 

He said that much important in- 
formation would get to the farmer 
faster if experiment stations and 
extension departments would sup- 
ply farm publications with more 
of the material which is put in 
bulletins. This, he said, usually 
would save a delay of several 
months—the time needed to pub- 
lish most bulletins. 


Graphic Arts Institute 
Revives Exhibitions 


The American Institute of 
Graphic Arts, New York, next 
January will revive its annual 
series of exhibitions of Printing 
for Commerce. Will Burtin, art 
director of Fortune, is chairman. 
Announcements are being distri- 
buted to 10,000 companies and in- 
dividuals for entries to be sent to 
the Printing for Commerce Ex- 


hibition, American Institute of 
Graphic Arts, 115 E. 40th St., New 
York 16, before Nov. 1. The ex- 
hibition will be held at the Archi- 
tectural League, 115 E. 40th St., 
Jan. 9-22. 
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7-537 ALL the clippings about you, 
your company, your business, 
your competitors . . . from ALL 
newspapers and magazines in 
the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any subject. 
National or local service, fast 
end accurate. Write today for 


full information. 


In Pittsburgh you can 


...and cover the WHOLE 3000000 
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too expensive in others. 


REPRESENTED NATIONALLY BY MOLONEY, 


Sales managers know the importance of routing their adver- 
tising as they route their salesmen. It puts proper curves in 
their sales charts! It builds bigger, better bonuses! It blows 
the top off quotas. But it’s so hard to do in some markets—and 


Yet it’s so easy and economical in Pittsburgh—with Pittsburgh's 
Post-Gazette! The Post-Gazette double-teams with your sales- 
men perfectly in selling the million central city people... then 
travels along singing the same selling song to the two million 
more who live in and around the neighboring 144 cities and 
towns of 1,000 to 75,000 population. 


PUTTSBURGH Dany NEW SRapER 


REGAN & SCHMITT, 


INC. 
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Department and specialty 
store shoppers jam Bos- 
ton’s Washington, Tremont, and Boylston 
Streets with some of the heaviest shopping 
traffic in the nation. 


Type of new shopping center to be erected 
in Framingham, Mass. Specially designed 
for automobile shoppers, it will accom- 
modate 4,200 cars. 


Boston’s department and specialty stores are de-centralizing . . . moving into the 
suburbs ... while still maintaining their main stores downtown. Gilchrist’s with 
stores in Quincy, Waltham, Brockton, plans new stores in proposed Framingham 
and North Beverly shopping centers. Filene’s have branches in Wellesley, Belmont 
and Winchester. Slattery in Brookline and Wellesley. Peck and Peck in Belmont 
and Newton. The Touraine in Arlington, Malden, Waltham and Wellesley. Fred- 
ley’s, C. Crawford Hollidge and Jay’s in W ellesley. Chandler in Belmont. Jordan- 
Marsh branches out into the new Framingham and North Beverly shopping 
centers. 

Daily, this movement grows more important . . . changing markets fast. Not 
only in Boston, but across the nation. And in these changing markets— yerneneny s 
sales program won’t produce today’s sales. 
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HEARST ADVERTISING SERVICE KNOWS THE CHANGING 
MARKET. HERE’S WHAT LEADING SALES EXECUTIVES SAY: 


Agency Director of Research 
“One of the features of this study 
which enhances its value to us is the 
manner in which it is kept up to date. 
We shall put these manuals to work 
at every opportunity.” 


Important Food Broker 

“By far the biggest contribution any 
newspaper has ever made to the food 
business in the city —not only will I 
use it as a base of operation for my 
salesman, but it will be exceptionally 
useful in discussing the markets with 


principal clients.” 


In 9 major markets across the country, H.A.S. men are ready to aid 
sales and advertising executives in the vital analysis of changing local 
markets. Ready with the amazingly complete Sales Operating Con- 
trols, showing retail outlets in 18 product classifications for every 
shopping center and shopping street. This complete and accurate 
close-up of major markets was compiled, mapped, charted and classi- 
fied on the spot by local men who know local conditions. 


Manufacturer 


franchised distributors.” 


ah ba ade nae © 


A Leading Soft Drink 


“This is the most complete and logi- 
cal study of individual markets we 
have seen in over 25 years of market- 
ing study —we will use it in handling 


Prominent Appliance 
Manufacturer 
“T find it difficult to express my ap- 


preciation—it will help in the spot- 
ting of strong and weak spots in our 


sales and dealer organization in city 
and suburbs—it gives the most com- 


plete breakdown of any analysis I’ve 
ever seen.” 


In addition to the Sales Operating Controls, H.A.S. men have at 
their command all the resources of Hearst Newspapers’ Research and 
Marketing Departments in 9 markets that annually turn in 22% 
billion dollars in retail sales. Perhaps this marketing service can be of 
value to you as it has to so many sales and advertising executives in a 
wide range of product classifications. Call or write the Hearst Adver- 


tising Service man nearest you. 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


‘Hearst Advertising Service 


Herbert W. Beyea 
General Manager 


959 Eighth Avenue 
New York 19, New York 


Offices in principal cities 


Representing 


New York Journal-American 
Baltimore News-Post 
Pittsburgh Sun-Telegraph 
San Francisco Examiner 
Detroit Times 


Cee t Pein rs, ge ish Deen eae hey 
hee eS Bats nae gate ee eg 
igo eae a ai et es ee oe 


Boston Record-American 
Albany Times-Union 

Los Angeles Examiner 
Chicago Herald-American 
Seattle Post-intelligencer 
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Starts PM de Luxe Drive 


National Distillers Products 
Corp., New York, is using 504 
newspapers in 361 cities from now 
to the end of the year to promote 
PM de Luxe. The campaign, with 
pieces of copy appearing in alter- 
nate weeks, is in addition to maga- 
zine and transit advertising, 
painted bulletins and special sales 
promotion material. Lloyd, Ches- 
ter & Dillingham, Inc., New York, 
is the agency. 


EXPORT @® ® 


TRADE«SHIPPER 


Circulates in the U. S. A. 
it is read 
by Export Managers 
of 


LEADING AMERICAN 
MANUFACTURERS 


20 Vesey Street, New York 7, N. Y 


California Fig 
Institute in Drive; 
Crops May Drop 20% 


Los ANGELES—Despite a possi- 
ble 20% drop in the California fig 
crop because of unfavorable 
weather, the California Fig Insti- 
tute will start a newspaper drive 
in major cities throughout the 
country. 

The campaign will be financed 
by contributions from fig growers 
and processors and will be con- 
ducted in cooperation with manu- 
facturers of fig bars and cookies, 
in which form about 60% of the 
California fig crop is consumed. 
Ads will emphasize the nutritious 
qualities of figs, whether eaten as 
a confection, in home prepared 
dishes or in cookies. 

Point-of-sale material, food 
page publicity and a program in 
school home economics classes 
will be included in the drive. 
Plans also call for promotion of 
National Fig Week next February, 


following the pattern which the 
institute said resulted in greatly 
increased sales last year. 

Elwood J. Robinson Agency here 
handles the account. 


Johnson Promotes Bush 


Lucile Bush has been named 
consumer education director of 
S. C. Johnson & Son, Racine, Wibs., 
maker of Johnson’s wax products. 
Miss Bush has been with the com- 
pany for more than eight years, 
most recently providing the wom- 
an’s viewpoint on product presen- 
tation and demonstration methods. 


Beardsley to Tracy, Kent ‘ 


J. W. Beardsley Sons, Newark 
manufacturer of shredded codfish, 
codfish cakes and other food prod- 
ucts, has appointed Tracy, Kent 
& Co., New York, to handle its ad- 
vertising. 


Archer Joins Fred Gardner 


Robert Archer, free lance ar- 
tist, has joined the art and pro- 
duction staff of Fred Gardner WUo., 
New York. 


WHAT HOSPITAL PUBLICATION 
is Preferred 
IN HOSPITALS 
WITHIN THE UNITED STATES? 
Obviously, 


HOSPITAL MANAGEMENT leads 


other hospital publications in this major 
classification, based upon its own calcula- 
tions of the ABC publishers’ statements 


for the six months ending 6/30/48. 


the publication with the 
largest United States hospital circulation. 


all 


HOSPITAL 


Mluassean 
leads the field in US 


Mam CIRCULATION GROWTH | 


Htajulal 


CIRCULATION 


6618 U.S. HOSPITAL CIRCULATION 


Publication 


1 HOSPITAL MANAGEMENT 
2 HOSPITALS 
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HOSPITAL MANAGEMENT enthusiastically accepts the responsibility for the above figures. 
While they do not appear in this form on the ABC statements, they are arrived at by applying the 


first percentage figure in paragraph #10, shown on the publishers’ statements, to the total United 


States circulation shown in paragraph #11 of the ABC statements. 


ADDITIONAL EXCLUSIVE ADVERTISING VALUES 
NOT SHOWN ON ABC REPORTS 


@ Editorial vitality and power. HOSPITAL MANAGEMENT continues to lead discussions in the 


big questions of the day that confront hospitals. 


@ Readership—75% of superintendents subscribing, route the magazine to their department head: 
@ Maximum visibility for all advertisements because of its modern and easily-read makeup. 


@ Providing the most complete sales and advertising services to advertisers. 


@ LOWEST RATES PER PAGE PER THOUSAND CIRCULATION AMONG HOSPITALS. 


HOSPITAL MANAGEMENT 
100 E. OHIO ST., CHICAGO 11 


@ 


The Only Hospital Publication which is a member of both the ABC and ABP 
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leleradio Mans Corner 


A week ago we were discussing television vaudeviile 
and its awkward approaches in some instances. The same 
fumbling after technique is apparent in television news- 
casts where the quest for the pictorial factor runs head- 
on into costs and existing methods not designed for tele- 
vision. 

Again and again the coarse screen catch-as-catch-can 
newspaper “still” has provided raw material indeed for a 
medium which has not fully licked its own problems of 
clarity. An array of Red spy hearing witnesses presented 
recently on “Camera Headlines” over WABD, New York, 
illustrated the problem of re-use of one medium’s stock in 
trade by another medium. A rapid series of “still” photo- 
graphs proved remarkable for their leprechaun ears, claw- 
like hands and fingernails reaching out from remote bodies, 
and for an excess of cheek cavities. A group picture of 
the congressional committee itself was an unrecognizable 
smudge. These were the inherent weaknesses of focus and 
reproduction, the average results perhaps of journalistic 
rough and tumble. Hardly the ideal answer to the tele- 
vision newscasts’ need for pictorial supplement. 

But even more glaringly inappropriate to television’s 
news problem was the bodily transference to video of 
the case-hardened evaluations of'“human interest” as 
turned out on the assembly line of an INS newspaper syndi- 
cate office. Items: 

—new baby elephant at the Rome zoo. 

—boy kisses girl in door of airplane. Going on honeymoon. 
—reprise of Fred Astaire-Ginger Rogers ten years ago. 
—Astaire-Rogers teamed again for new film. 

—Grandma Moses, primitive painter, and child. 

—some Olympic shots. 

—build-up for Yanks-Red Sox game later that evening. 
—INS trademark—while afternoon ball scores were read. 

A charitable estimate of the above content is that low- 
grade routine filler predominated. Baby elephants (or 
tigers, or penguins, or chimpanzees) are routine par excel- 
lence. Airplane wedding trips are pretty tired, while the 
Astaire-Rogers thing was a press agent plant. The tie-up 
with the Yankee stadium game was a spotlight advertise- 
ment for WABD’s own commercial account, Ballantine’s 
ale, which sponsored the game on television. 

Imagination obviously played little part in assembling 
such a hodge-podge. And this newscast was not notably 
duller than many another. The basic cause of failure is 
treating television as an unearned increment of journalistic 
operations. 
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Harris-Seybold Doubles 
Income; Orders at Peak 
Harris-Seybold Co., Cleveland, 


‘Field & Stream’ 
Previews TV Show 


New YorK—Field & Stream and 
World Video have held a pre- 
miere showing of their new televi- 
sion film program, ‘Field & Stream 
of the Air,” before 150 persons 
in Abercrombie & Fitch’s Log Cab- 
in on the Roof. 

The 15-minute program, which 
is being made available to adver- 
tisers for sponsorship, is a ques- 
tion and answer session presided 
over by the editors and publisher 
of the magazine. 

The weekly price of the package 
is $2,850. Questions used on the 
show will be furnished by viewers 
of the program and by readers of 
Field & Stream. 


Dignam Joins Sindlinger 

William Dignam, formerly a 
senior associate editor of Tide, has 
joined Sindlinger & Co., New York 
and Philadelphia. He will serve as 
liaison between the advertising 
industry and the research com- 
pany and will direct an infor- 
mation program to acquaint ad- 
vertisers, agencies and broadcas- 
ters with Radox, the new instan- 
taneous radio audience measure- 
ment. 


manufacturer of offset lithograph- 
ic presses, power paper cutters 
and other graphic arts equipment, 
reported a net income of $2,284,- 
656 for the fiscal year ended June 
30, compared with $960,292 for the 
previous year. 

Net shipments of the company 
and its Canadian subsidiary 
amounted to $20,152,729, compared 
with $11,890,672 for the previous 
year, and volume of unfilled or- 
ders at the close of the year was 
the highest in the company’s his- 
tory. 


Victor Rowland Joins ABC 


Victor Rowland has _ joined 
ABC’s Hollywood-Los Angele: 
publicity department. He _ wa: 
formerly in the publicity and pro 
motion departments of KVOF 
Santa Ana, Cal. and the Do 
Lee-Mutual Hollywood office. H- 
replaces Roland Martone who i; 
now with the Associated Fress i: 
Los Angeles. 


Emerson Appoints Dietz 

Harold Dietz, formerly with th: 
Emerson Radio Co. of New Eng 
land, has been named assistan 
sales promotion manager of Emer 
son Radio & Phonograph Corp 
New York. 
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CBS Shows Take 
4 of 5 Top Spots 
on Latest Hooper 


New YorkK—Columbia rated 
seven out of the first 15 on the 
Sept. 15 Hooper listing of night- 
time favorites. 

Walter Winchell bounced into 
first place on his initial fall broad- 
cast for Jergens over ABC with a 
score of 16.6. 


Other leaders: 
Radio Theater (Lux), CBS............ 13.7 
Arthur Godfrey (Lipton), CBS........ 12.1 
We, The People (Guif), CBS.......... 11.4 
My Friend Irma (Pepsodent), CBS....11.1 
Stop The Music (All Sponsors), ABC. .10.9 
Your FBI (Equitable), 
Take It or Leave It (Eversharp), NBC. .10. 1 
Break The Bank (Bristol-Myers), ABC.10.7 
Mr. Keen (Whitehall), CBS 10 


Suspense (Auto-Lite), CBS........... 10.0 
People Are Funny (Raleigh), NBC..... 9.9 
Mr. D. A. (Bristol-Myers), NBC....... 9.8 
Crime Photographer (Toni), CBS...... 9.6 


Your Hit Parade (Lucky Strike), NBC. 9.5 

Average evening rating is 6.1, up 
0.6 from the last report and 0.5 
from a year ago. Sets-in-use were 
21.4, up 0.8 from the last report 
and 2.3 from a year ago. 


The daytime leaders: 
When a Girl Marries (General Foods), 


PE. AebGadO CKO bObRER OSHS C0606 60008 6.1 
Ma Perkins (Oxydol), CBS............. 6.0 
Big Sister (Ivory), CBB...ccccccccccecs 5.7 
Portia (General Foods), NBC.......... 5.5 
Our Gal, Sunday (Anacin), CBS....... 5.4 
Backstage Wife Nero eee 5.4 
Dr. Malone (P&G), CBS.........cecee- 5.4 
Guiding Light (Duz), Wat ienedeence een 5.3 
Right to Happiness (Ivory), NBC....... 5.3 
Pepper Young (P&G), NBC............ 5.3 


Average daytime rating is 3.7, 
up 0.6 from last report and 0.5 
from a year ago. Average sets-in- 
use of 15.4 is up 0.6 from the last 
report and 0.6 from a year ago. 


Sponsors Notre Dame Games 

Admiral Corp., Chicago, will 
sponsor the telecasts of the home 
football games of Notre Dame, 
starting Sept. 25 with the Notre 
Dame-Purdue game, over WBKB, 
Chicago, and the newly formed 
midwest chain of television sta- 
tions affiliated with the American 
Broadcasting Co. 


A Technique for 
Producing \deas 


y 
James Webb Young 


Where do the moneymaking ideas 
come from—those ideas that make suc- 
cessful novels, radio programs, movi 
pictures, sales campaigns and business / 
James Webb Young, one of the highest 
paid idea men in the advertising busi- 
ness, set out to answer this question 
for his students at the University of 
Chicago. The result is a little book 
that you can read in an hour but will 
remember the rest of your life. In the 
simplest and clearest of language Mr. 
Young has succeeded in describing the 
way the mind works in all creative 
people. He gives you the formula 
which they consciously or unconsci- 
ously follow in producing ideas. He 
shows you how to train your mind = 
that idea production is, as he says, 
definite as the process by which setae 
cars are produced.” Enthusiastically 
endorsed by sales managers, editors, 
college seaemnea, poets, advertising 
men, salesmen and business executives 
whovhave read it. 


Send for your copy of A TECH- 
NIQUE FOR PRODUCING 
IDEAS now. Only $1 postpaid. 


Advertising Publications, Inc. 
100 E. Ohio Street, Chicago 11, Illinois 


FILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 
Div. 915 

100 E. Ohio St., Chicago 11, Il. 
Gentlemen: 


Please send me.......... ies of “A 
Technique for Producing Thee” En- 
elosed is $ 
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Biggs Heads L. A. Chapter 


The Los Angeles chapter of the 
American Association of News- 
paper Representatives has elected 
N. Clark Biggs, Los Angeles man- 
ager of Moloney, Regan & Schmitt, 
president. Other officers elected 
are: Jack Forbes, Kelly-Smith Co., 
vice-president, and Chester J. 
Doyle, George D. Close, Inc., sec- 
retary-treasurer. 


Shoe Groups Appoint JWT 
The Joint Committee of the Na- 


tional Association of Shoe Manu- / Leas Evpensively 
facturers and National Association 


of Shoe Retailers has retained J. AZ 
Walter Thompson Co., New York, The Reply Is A 
to handle a public relations and Aad 

- In the LETTER 


publicity program for the shoe in- 
THE REPLY-O PRODUCTS CO. « 150 W. 22nd ST. *« NEW YORK 11, N.Y. 


REPLY-O LETTERS 


‘ 2 NATIONAL ADVERTISERS SAY: 
will do your selling job 


“On porallel test - ‘Results of Reply-O Letter 
Reply-O vs. regular Direct Mail to business and 
letter — Reply-O Let- professional men — 96,000 
ter gave us 26% more Reply-O Letters; 25,700 re- 
on a $3.50 offer."’ plies; $17,843,000 volume 
Robert Stone, Vice of new business.’ 

President The Notional George Kelley, Director of 
Research Bureau Soles Publications New York 

life Insurance Company 


dustry. Plans call for promotions 


held in Chicago Oct. 25-27. 


ts 


OCTOBER 18th, 19th and 20th 
at the Waldorf-Astoria in New York 


New York Herald Tribune Forum Section 
Sunday, October 24th 


This is America’s year of decision in a year of crisis 
for the world. Major moves, national and interna- 
tional decisions, will be arrived at on the basis of 
known resources — ours, and the world’s. 


On this subject — today’s resources, distinguished 
authorities on all phases of our human and natural 
wealth will address the New York Herald Tribune 
Forum — the 17thsince the Forum’s founding in 1930. 


The Forum’s four sessions, held in New York’s 
Waldorf-Astoria, broadcast and televised to millions 
at home and abroad, will constitute a national and 
international stock-taking. 


When the count is finished, the complete record — 
verbatim reports on all speakers — will be published 
in the October 24th Herald Tribune Forum Section. 


As the Herald Tribune Forum has no parallel in 
journalism, the Forum Section has no parallel in 
advertising. This full report of the Forum’s pro- 
ceedings is published as a-public service. Advertisers 
who use it know the unmatched opportunity it 
presents to the nation’s leading organizations and 
industries —- for statements of policy, accounts of 
stewardship, dramatization of goods and services, 
selling a brand, a name, an idea, a cause..... 


The Forum Section is a challenge to advertisers. 
The date: Sunday, October 24. For further infor- 
mation, write to the — 


NEW YORK HERALD TRIBUNE 
230 West 41st Street New York 18 
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Set 100-Company 
Goal for Drive 
to Localize Ads 


Cuicaco—Eight advertisers have 
already swung into action with the 
“Call Western Union” reader-to- 
retailer plan and the Distribution 
Council of National Advertisers, 
Inc., has set a goal of 100 advertis- 
ers by Jan. 1, Fred D. Wahlstrom, 
president, said here last week. 

The program of localizing na- 
tional advertising is still in the de- 
velopment stage, but it is develop- 
ing rapidly, Mr. Wahlstrom told 
the Agate Club. It is proving its 
worth in pointing up weaknesses in 
the national advertiser’s dealer set- 
up and showing how “lost” circu- 
lation can be salvaged. 

The plan, inaugurated last spring 
in cooperation with Western Union. 
is based on use in advertisements 


at 
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Kits: Pats. Pend. 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
mode]! building and hobby 
crafting — are constant re- 
minders of your products 
and services .. . and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
... handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dles can be imprinted... 
with your name or trade 
mark ... at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


Over 45 Years in Business 


STANDARD PRESSED 


JEMRINTOWN FA. Box 


STEEL CO. 
an 


of a standard symbol or the phrase 
“Call Western Union by number 
and ask for Operator 25.” The 2,- 
300 Western Union offices, serving 
more than 20,000 cities and towns, 
are geared to tell the reader the 
name of the nearest dealer han- 
dling the advertiser’s product (AA, 
April 19). The service costs $60 per | 
thousand names for the original 
dealers’ list, plus $7.50 per hundred 
names for revisions; and a basic 
rate of $200 per month for the first 
100 calls and seven cents each for 


additional inquiries each month. 
Among advertisers now using 
the plan are four of the original 11 
founder members of the Distribu- 
tion Council—America Fore In- 
surance Group, Bigelow Sanford 
Carpet Co., A. H. Pond Co., and 
American Central division of Avco 
Mfg. Corp.—and, in addition, Hart- 
ford Accident & Indemnity Co., 
Hartford Fire Insurance Co., Ham- 
ilton Mfg. Co. and Apco Mfg. Co. 
Other companies which will soon 
use the program, said Mr. Wahl- 
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strom, include B. F. Goodrich; 
Norge Division; Mengel Co.; Pin- 
cor Products; David Kennedy, 
Brooklyn manufacturer; Universal 
carpeting and rugs, and William- 
son-Dickie Mfg. Co. 

While results are still inconclu- 
sive, the council learned in a pre- 
liminary study in 13 states that 
three advertisers showed a lack of 
dealers as high as 48% in the 2,300 
communities where Western Union 
maintains independent offices. The 
council believes that reports on 


calls, to be supplied monthly, not 
only will help companies expand 
or perfect distribution, but wil! 
give them an index of advertising 
and copy effectiveness and a com- 
parison of retail efficiency. No com- 
parison of the various media em- 
ployed is contemplated. 

The ANA-sponsored council, Mr 
Wahlstrom admitted, expects t 
run into plenty of “bugs” in de- 
veloping the plan, but anticipates 
that it will be able to straighten 
them out without serious difficulty 


A NEW VENTURE IN 


Charles E. Wilson, 


American Business Enterprise is becoming one of the grea| 
decisive factors in human history. Its opportunities widen 
its responsibilities deepen. Ahead lie many achievements 
many troubles. Businessmen recognize all this. 

For eighteen years FORTUNE has been the reporter o 
American Business Enterprise. Now, to meet the needs o| 
the coming decade, FORTUNE has shaped a new plan of 
editorial development. This plan, in outline, has been dis 
cussed with representative businessmen. 


Here is what some of them have said: 


CHARLES E. WILSON, President, General Electric Company- 
“It seems to me that what the outline presages is a service b 


FORTUNE that recognizes the necessity of meeting the ne 
needs and responsibilities of the people it serves. I feel certai 
that the peace of the world and the economic recovery of the cu 
rently ‘have not’ nations depends upon the success and indeed th 
further growth of the American business enterprise system. On 
of the jobs that FORTUNE can so well do, in my judgment, is ¢ 
preach the gospel of American business opportunity in this dired 
tion, and of course its tremendous responsibility.” 


HARVEY S. FIRESTONE, JR., Chairman, Firestone Tire an 
Rubber Company—‘“The outline reflects a great deal of study an 
objective thinking as to what you can accomplish in support ¢ 
American business. Its frank criticism of Fortune’s past efforts 4 
do a better job is enlightening, and the policy suggested for im 
provement is effectively stated.” 


HARRY A. BULLIS, Chairman of the Board, General Mil! 
Inc.—“I was greatly impressed by the outline, and I am lookin 
forward to future issues of FORTUNE in which the policies a0 
aims expressed will be carried out. I am particularly eager to s 
the ‘Business Round-Up.’ FORTUNE has become a highly #4 
spected institution in American business, and I am confident! 
will fulfill its mission.” 


LEO BURNETT, President, Leo Burnett Company, Inc.— It! 
reassuring to see an enterprise as thoroughly established as FUk 
TUNE already is give itself a good kick in the pants and realit! 
its objectives and policies to new conditions and trends.” 


WALTER S. GIFFORD, Chairman of the Board, Americ! 
Telephone & Telegraph Company—“ Business can and does reidé 
distinguished service to humanity. | do not believe that is 2¢4 


a eee ee ee ease pe ail eae a ina ae ea te” Me eee ae yee th ee eee ee ae Fee: , =e oe Pee ge ee ae og 
Del a i i Me a i ee ee a eee eee ae 
Te ae ‘ - P ‘ P - 1% 3 .. . fae Ee 
, 32 ee Ac 
- | 
| | O: 
, er 
<A. in 
sa 
: ¢ of 
: Je 
Sz 
+ | Te 
a M 
| ch 
¥> | Eh 
EN ee reat ee ca 
: ; | 
y . | 
> 
| 
| - 
: - ' 
arte ! 
: | _—_—_—_—_ . 
| 
t . | 
‘ e nl “3 ad = 
; . a = e 
, i ee oe RS a la a ie . Set.) dhe Tiana 
<i be pales of ae ee fx 
"4 eee E me men ois ea mR ‘ ae Meese o ; as =a 
; ; , i a . get oe , z 
fe Peri) ae . ORS 2 Fe Se 
: | ‘ es _—: i“ eters 
perc ae ia ei i R 
: 7 : ‘ wt | Meee: ei 
: - " ; Ise ; oe , : ae ee at a | 
5 Ow : pee: ~~. & — 
| har ae A . i 8 - WER eat ory a rite . . 
eee ee : ’ li 
a oe | ee P ee A | 
| | | | si a ee Y eee ts Ww 
|) Lyome © | a — A 
| f : AN® Me =% 38 
| ain OBBY i L. 
hadi | Shia , pang eae a Pape. til eRe n 
_ i: i NF bi 
| aaa | A ens: 
|| i Bere: Ay oa th 
: | 7 en,” fae Be . Bio ai + Be ey re 
| z= a te Pm ar 
eS 5 eo ee i : 
‘iw se @@ mm a — 7 Pé 
P \, , BA \ j . Ks 
aol | H | | peas eich wee ia oat Tar st 6s 
° H r A | a — T 
. : | ; age es eet’ : : | m. 
i sy a : Harry A. Bullis, | eq 
' ; 3 ; ur 
rae a 4 ae Oe ES ee io 
3 ey ene ; io a eee hen Ane 
Bits... te 
“es reece f . , erica oe ee : 
re ¥ | tir 
i; at at 
t Nese ee ee ex 
| - a : . Pr. eat ies 
——— ee oe es 
See alek . P cl me re 
ee - ° Seem i, tic 
| ili 
: Leo Burnett, me | 
¥ fs | 
et ee P ; ? a : < “4 Rained s 
——— ll F 
a ae? mi 
a Wee ss 
Be sale ail uel ae po 
Lee a. my ee | Er 
pee nas } DS ae i 
es : F ee Ti 
ett ih \ tee 
ia —— lO 
| ee. Sa , a 
| a Ween ee ae 
| Pe gt ee gee 7 ane oe aes 
| ; Be 
| , 
es 
| 
ae 
———— 
wi ae —s : 
a ae eT ham EES TOR NEN ae NT aN Mle FNS Re a AS ap RTS CE Macy © RE ORC SPE Snes ao SNORE ied sR NE RAO" 


1, 1948 


ly, not 
>xpand 
it will 
rtising 
a com- 
o com- 
ia em- 


cil, Mr 
cts tk 
in de- 
cipates 
1ighten 
ficulty 


the greal 
s widen 


vements 


porter O 
needs of 
y plan of 


been dis 


om pany- 
service b 

the neq 
el certaif 
»f the cus 
ndeed th 
tem. On 
nent, is t 
this dired 


> Tire an 
study an 
upport | 
efforts 4 


-d for inl 


ral Mill 
n lookis 
licies ani 
ger to s 
righly 1 
nfide at ! 


nc.— It! 
1 as FOR 
id rea ligl 


” 


A mer ical 
yes rede 
at is 204 


Advertising Age, September 27, 1948 


Ozalid Appoints Naylor 

Lewis P. Naylor, formerly east- 
ern sales manager of Victor Add- 
ing Machine Co., has been named 
sales manager of Ozalid, division 
of General Analine & Film Corp., 
Johnson City, N. Y. He succeeds 
Samuel F. Orth, who has resigned. 


Telechron Names Crelley 
Marketing Manager 

W. D. Crelley, formerly mer- 
chandising manager of General 
Electric X-Ray Corp., Milwaukee, 


ager of Telechron, Inc., Ashland, 
Mass., also a G-E affiliate. Before 
joining G-E X-Ray, Mr. Crelley 
was assistant to the vice-president 
in charge of sales at Hotpoint, 
Inc., G-E subsidiary. 

A. M. West has been appointed 
to succeed Mr. Crelley at G-E 
X-Ray as merchandising man- 
ager. 


Ford Appoints McFarlane 
Weldon McFarlane has been ap- 

pointed sales manager of the trac- 

tor and implement division of Ford 


Bi PA rps WR rei all a 
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has been named marketing man-! Motor Co. of Canada, Windsor. 


Jingle Contests 
for Super Suds 
Offer New Fords 


New YorK—With 24 new Fords 
as top prizes, Colgate-Palmolive- 
Peet Co. will launch six new jingle 
contests Oct. 3 as the feature of its 
extensive fall advertising and pro- 
motion campaign for Super Suds. 

The six weekly contests, closing 
Nov. 20, will offer a total of 1,572 


prizes, with the major awards 


teaming up the “Car of the Year” 
and the “Soap of the Year”—Super 
Suds with Pyray. Besides the 1949 
Ford custom sedans, contestants 
will be awarded 48 General Elec- 
tric automatic rotary ironers, 600 
G-E hand irons and 900 separate 
awards of a year’s supply of the 
new Super Suds. 

The company will back the con- 
test promotion with intensive news- 
paper and magazine advertising 
on a national scale, and spot radio. 
Radio advertising also will be used 


erally recognized and I look forward to your new FORTUNE 
for I feel sure it will help in spreading that idea which I consider 
important from many angles.” 


RALPH W. WILLIAMS, President, Williams & Saylor— 
“Thank you for the outline on the new FORTUNE. The nine 
major elements projected for FORTUNE constitute an inspired 
list, admirable for the editorial vision that conceived it, admirable 
also because only FORTUNE is in a position to set before a 
widening business audience so comprehensive a picture of 
America’s industrial, agricultural and commercial activity.” 


L. M. GIANNINI, President, The Bank of America—“The eco- 
nomic interdependence of all members of society makes news of 
business the most important news of all, and those who assume 
the office of gathering and authoritatively interpreting that news 
are putting themselves ir. an exposed position.” 


HERBERT E. SMITH, President, United States Rubber Com- 
pany—“It gave us keen satisfaction to see the thorough and 
analytical manner in which the editorial development of FOR- 
TUNE was being approached. It is all too true that the business- 
man is going to be in the spotlight in the year ahead, and it is 
equally true that an intelligent publisher can aid toward better 
understanding in such a period.” 


FORTUNE is now ready to embark on this new venture in 
journalism. In October there will be offered, for the first 
time, an over-all review of the business world based on 
exclusive reports from Time Inc. bureaus and special cor- 
respondents at home and abroad. There will be a new sec- 
tion of short analytical articles on key problems. There will 
be three new departments: Law, Labor, Technology. 

Forthcoming issues will continue development of the 
FORTUNE program...towards a new utility, a broader 
mission, a greater value to the leaders of American Business 
Enterprise. 
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on a national and regional basis. 
The newspaper schedule includes 
full color copy in newspaper comic 


sections in the principal markets. 
William Esty Co. handles the 
account. 


Gets Chemical Account 

Gamlin Chemical Co., San Fran- 
cisco and Pittsburgh, has appointed 
Conley, Baltzer, Pettlar & Steward, 
San Francisco, to handle business 
paper advertising for its marine 
and industrial chemicals. 


To Smith, Bull & McCreery 

The San Francisco office of 
Smith, Bull & McCreery has been 
appointed to handle the adver- 
tising of Tanforan Co., operator of 
the Tanforan race track near San 
Francisco. 


Industrial Admen Elect 

Howard S. Wilcox of Caldwell, 
Larkin & Co., has been elected 
president of the Indiana Associa- 
tion of Industrial Advertisers. 


IN NAS-LAND 
TELLING THEM 
SLUNG 


THEM 
i 


. 
HERE’S WHY: 

. Local news...news 
of townand countryside found 
only in Hometown papers. .. 
commands the country’s 
highest readership. Complete 
coverage of both town and 
rural areas can only be had 
with Hometown papers. Ad- 
vertise your products where 
your distribution gets the 
tremendous sales impact of 
intense reading plus complete 
coverage! Win fullest cooper- 
ation from your dealer by 
using his OWN newspaper ! 


(3 Easy a8 WAS/ 


Hometown Newspapers are easy to 
use... there’s no lost circulation... 
pick them by counties. A great mon- 
ey-saving advantage! Your copy of 
the new revised 1948 Directory of 
Newspapers listing papers, circula- 
tions and rates, ready 
August 15th, Talk with us 
about profitably solving 
your sales problems in 
non-metropolitan areas 
;...there’s no obligation. 


Write, wire or phone offices in 
Chicago 1, 222 N. Michigan 
New York 17, 70 €. 45th St.- 
Detroit 26, 409 Griswold St. 


NEWSPAPER 
ADVERTISING 


“t Jone 


SERVICE, Inc. 
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. when 1738 advertisers spend just that much money in four years—to 


sell her their product and their name in the magazine she reads 


. when advertisers in the cosmetic, toiletry, fashion, food and home. 


product fields buy more than 3,500,000 lines of advertising in 


the magazine edited exclusively for her 


. when 671 agencies tell their clients the magazine she reads and 


believes is a must on their advertising schedule 


.. when 1613 stores ran 2554 ads in one month tying in with the 


magazine she tucks under her arm when she goes shopping 


. when manufacturers and retailers run special advertising campaigns 


to promote special products and special departments just for her— 


via the magazine she and her friends call their very own 


. when the magazine she buys on the newsstands or subscribes to 


can show a 150% circulation gain—400,000 copies sold in 
September *44; 1,000,000 in September ’48 


. when the magazine devoted to her interests surveys her needs—sets up 


a research department, a consumer panel, a library of fifteen market 


studies to determine her powerful present, her promising future 


. when the magazine she’s devoted to can prove she’s not a one and 


only—that there are 7,999,999 girls in America’s homes just like her 


. when she, her parents, her teachers and her friends can get together 


on one thing—their affection for, their belief in, their support of— 
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Lumber Dealers 
Boost Postwar 


Appliance Sales 


Cuicaco—More than 40% of the 
nation’s 30,000 lumber and build- 
ing supply dealers now sell house- 
hold appliances and 31% seek 
franchises for additional lines, a 
survey conducted by Building Sup- 
ply’ News discloses. 

The publication polled 16,000 
dealers to determine how many 


members of the industry have been. 


convinced that appliances should 
be a part of the original home 
“package.” The survey brought 
returns from 1,600 dealers, who 
indicated “a substantial movement 
toward inclusion of appliances as 
part of the real estate.” 

On the basis of replies, Building 
Supply News estimates in a report 
in its October issue that 41.7% of 
dealers now merchandise some 
household appliances to builders 
or consumers. Major appliances 
for kitchens and home laundries 
are sold by 26.8%, while the others 
merchandise ventilating fans and 
other equipment which has al- 
ready been established as builders’ 
items. 


s The principal factor in delaying 
realization of the complete home 
“package” has been the continued 
strong demand for appliances, the 
publication believes. This has 
caused manufacturers of well- 
known lines to restrict merchan- 
dise mainly to dealers with pre- 
war buying records. 

Another factor, of course, is the 
postwar housing situation. Soar- 
ing costs have prompted builders 
to avoid installation of desirable 
items which would boost the sell- 


“This Christmas 
_ « «take care of your 
Customers for life — 


Be Different, Practical 
and Considerate= Give 


a rs os "hand 


A plugs 
into his car li bo ood bes 
magnet base w yy et in vany posi 
tion Om any part auto pottiighs t 
vides instant x floodlight of hea brit. 
liance. The bright red light is is 
visible at great distances and acts as a 
warning signal to approaching motorists. 
Magnalite will be kept ia the glove com- 
partment 
constant 


others 
his life, oon ie eral 
when needed. 


Cun be supplied in beautiful luggage 
eather case Or attractive gift boxes 

oy Bef 7 +h, - 

imprinted with your name or trade mark 

at nominal cost. 


FREE descriptive 
folder and estimates 


Write for descriptive litera- 
sure stati your requirements 
and wor one 4 '2 ppoetate, 
Quotations , ¥. sent 
promptly eee ° 


H.L. BAUMGARDNER CORP. 


1608 N. MILWAUKEE AVE. 


CHICAGO 47, ILL. 


ing price of the unit. 

Of the 31% of dealers who want 
to acquire franchises for additional 
lines, the majority indicated that 
they seek “better” lines than those 
they already have. The publica- 
tion said 14% of the dealers sought 
business on dishwashers, food 
waste disposers, electric and gas 
automatic water heaters and cab- 
inet sinks. 

Checking with major appliance 
makers, Building Supply News 
found that Hotpoint, Inc., producer 


of dishwashers, disposers and elec- 
tric water heaters, lists 300 lumber 
dealers who hold full-line fran- 
chises with its distributors. A 
General Electric Co. official pre- 
dicted that the building industry 
would eventually consume more 
than half of its dishwasher sinks 
and disposers, but did not speculate 
on which trade channels would get 
the bulk of this business. 

Of those answering the ques- 
tionnaire, 40.8% supply kitchen 
layout plans and 41.5% said they 
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seek home modernization business 
which involves kitchen layouts. 
In prewar years, lumber dealers 
used kitchen plans to merchandise 
wood cabinets, and few were in- 
terested in adding the service— 
and profit—of appliance sales. 

Building Supply News, which 
for years has urged lumber deal- 
ers to add these lines, is sponsor 
of a National Home Appliance 
Week for the industry. The special 
promotion will be held Nov. 8-13 
this year. 


Appoints Buntaine 

R. R. Buntaine, formerly an ac- 
count executive of Fensholt Co., 
Chicago, has been appointed as- 
sistant sales manager of Nuclear 
Instrument & Chemical Corp., Chi- 
cago, which formerly was called 
Instrument Development Labora- 
tories, Inc. 


Joins Research Services 

Hallack McCord, free-lance 
writer, has been named an account 
executive of Research Services, 
Inc., Denver. 


Science 


A McGRAW-HILL PUBLICATION’ - 


* tlustrated * 
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Kingan Appoints Brown 

George J. Brown, formerly with 
Swift & Co., Colgate-Palmolive- 
Peet Co. and Pepsodent Co., has 
been named assistant advertising 
manager of Kingan & Co., Indiana- 
polis. 


Maguire Joins Erwin. Wasey 


T. C. Maguire, formerly account 
executive of All-Canada Radio 
Facilities, Montreal, has been ap- 
pointed radio and research depart- 
ment manager of Erwin, Wasey of 
Canada, Montreal. 


Minneapolis Loses 
‘Undie’ Title as 
South Takes Over 


MINNEAPOLIS—This city has lost 
its distinction as the underwear 
capital of America, but its manu- 
facturers in the industry aren’t 
worrying yet about going out of 
business. 

Minneapolis firms, which pro- 
duced $35,000,000 worth of “un- 


dies” in 1947, have lost the title 
to the Deep South, where heavy 
underwear presumably is in slack 
demand. The southern invasion of 
the industry apparently centers 
around Atlanta, where a number 
of mills are located, including 
some branches of northern com- 
panies. 

The shift in manufacturing was 
disclosed at a meeting here of 100 
executives of underwear com- 
panies, who were informed of the 
latest advances of nylon in the 


field. A. W. Staudt, Wilmington, 
Del., predicted that other types 
of woolen underwear will follow 
the oldtime red flannels into ex- 
tinction as the use of nylon is 
stepped up. The industry still sees 
a brisk demand for heavy under- 
wear, however, with woolens re- 
maining popular with at least a 
wintertime minority. 

L. A. Henninger, president of 
Strutwear, Inc., Minneapolis, said 
that Munsingwear, Inc., veteran 
manufacturer in the field, made 


—— means 


INDESTRUCTIBLE TIRE? 


eae ILLUSTRATED for October presents a special 
report on 1949 tires. It is a lively picture-story of 
what the folks in Akron and elsewhere are up to, in 
natural and synthetic tires and tubes (and tubeless 
tires), with all the facts on mileage and safety and costs, 
told with clarity and authority. 


This report—like the 31 other features for October— 
will rouse the eager, active interest of this audience. 
For here is a market of special people. They assemble 
here every month, over 530,000 strong (net paid) —be- 
cause of their special interest in new discoveries, new 
developments toward a better, fuller life. 


And because their incomes are as healthy as their 
curiosities, these people who read SCIENCE ILLUSTRATED 


HOW SMART IS YOUR BABY? Seven-page 
feature story in action—picture and text on new 
1.Q. tests for infants as young as 4 to 12 weeks. 


CHICAGO «+ DETROIT * SAN FRANCISCO 


are the people who start buying waves. Research among 
them proves that they have more of the things that 
make for better living than their non-reader neighbors, 
right next door. (Speaking of tires—6% more of our 
readers own cars than their non-reader neighbors, and 
85% have definite tire-brand preferences. ) 


This is an audience that can prove most profitable to 
you as an advertiser—because it’s an audience that wants 
to know. And because it wants to know, it can most easily 
be induced to.want to buy what you sell—if you tell 
about it in these pages. 


Today, as you plan to meet the special marketing 
problems of 1949, it will pay you well to learn the spe- 
cial advantages which SCIENCE ILLUSTRATED provides. 


AUREOMYCIN. Authoritative report on medi- U.S.A.’s BOLDEST INVESTMENT. Behind-scenes 
cal science’s first effective weapon against ty- visit to $10,000,000 atomic pile at Brookhaven 
phus, Rocky Mountain spotted fever, and Q fever. 


National Laboratory, planned for pure research, 


LOS ANGELES * BOSTON + ATLANTA 


37 


$20,000,000 worth of underthings 
last year, while his own company 
produced $4,500,000 worth and 
several smaller firms turned out 
lesser amounts. 

“We're not worried,” one official 
declared. “As long as we have 
winters, Minneapolis will make 
plenty of underwear.” 


AANR Unit Elects Mahoney 

Stephen J. Mahoney, of Burke, 
Kuipers & Mahoney, has been 
elected president of the New York 
chapter of the American Associ- 
ation of Newspaper Representa- 
tives, succeeding Lee A. Ward of 
Ward-Griffith Co. Mr. Mahoney 
was succeeded as vice-president 
by Vincent J. Kelley, Jann & 
Kelley. George J. Allan, J. P. 
McKinney & Son, secretary for 
the past three years, was suc- 
ceeded by Fred Daley, O’Mara & 
Ormsbee. Robert S. McLean, Rey- 
nolds-Fitzgerald, was _ reelected 
treasurer. 


Appoints Cohn Agency 

Arthur Cohn & Associates, New 
York, has been appointed to han- 
dle the advertising of Bernice 
Home Style Elberta peaches. 


today’s 
FARMER 


... is a biologist, a botanist, an 
entomologist, a physiologist, an 
agronomist, economist, geolo- 
gist, diagnostician, a midwife, a 
market analyst, a labor relations 
expert, nutritionist, engineer, 
capitalist and entrepreneur. 


Today’s Influential farmer is all 
these plus being a leader in his 
community and a power in his 
nation. He is one of those mil- 
lion-plus members of the Ameri- 
can Farm Bureau Federation. He 
is a prophet of free enterprise — 
a progressive thinker who is 
always open to new ideas which 
contribute to greater efficiency 
and better living on our farms. 


Reach this Influential farmer 
and a million others like him 
through their own publication... 


The Hation's 
AGSRICULTURE 


OFFICIAL PUBLICATION FOR 


1,358,810 


FARM FAMILIES OF THE 


AMERICAN FARM BUREAU FEDERATION 
109 North Wabash Ave., Chicago, Ill. 
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Another case history of a home furnishings advertiser who’s discovered 


the plus pulling power RETAILING is generating since it became a daily. 


More and more of them are recdgnizing this business-building fact: 


Because selling is a daily job, RETAILING DAILY is your best business paper buy! 


Retailing Daily “""*” 


THE NATIONAL BUSINESS 
DAILY COVERING: 


@ FURNITURE & BEDDING 

@ UPHOLSTERY FABRICS 

eGIFTS & DECORATIVE 
ACCESSORIES 


wy 
AMERICA’S NO. 1 HOME FURNISHINGS BUSINESS PAPER 


A Fairchild Publication * 7 East 12th Street, New York 3, N. Y. 


e@ CURTAINS & DRAPERIES e@ HOUSEWARES 
e@ FLOOR COVERINGS @ MAJOR APPLIANCES 
e@ CHINA & GLASS @ RADIOS, PHONOGRAPHS, 


@ LAMPS & LIGHTING / TELEVISION 


OPENI| 
Irma,” 
Howar« 
for the 
the we 
Cone & 


=n eee 2 cs ae: o aia. ai oo. lee a ld ee, ee ees a eS ae ey oe oe a ey 3H ‘ f a a ee ee ee a ah aa Pil 7 iain ait ot “ ia eee Vis a ia ad oe ae ile, ae a ee eet i i eh Rt 
ee ee ee ee Adve 
1a “e , : 
; ¥ 
ce. ‘ . : 
oe | 7 
. i ) i - 
at Fs 
| ~ tate pS, Peag Ve at | s 
| they : *WSinegg? 8d vg > thag aly & day : is 
: are e or 8 be. 
; : pat we op 2°8seq like to fen the “aver. é 
| ngs hou} wit hea les Sha a 
to qd h whe, Ff ult 3 
You, 88s op, to® we de Oo” our a 
‘Pe ° You tne for tydtents yp ; “4 
al We! Creqg M so en 5 
/ =} ~ Cony tt that . fee) a 
theeg Mo be. . 
| Tris ; = 
' ; Cc ’ 
: 1 6 > ‘ 
| | MLL: py, . LEWIs ADVER 
| : ; . | TISING | 
AGEN ‘ 
« My PO cy ae 
» On L, : a ; 
| | —_ *°Sidene } = 
$ en 
e - 
' a ~ 
a i . 
. a 
| ° r 
a 
| ee ee \ 
MERCH 
lowing 
| advert 
the pri 
ee ee 
ie OO a ee ; ‘ aden” Pale etl ar ee gad a ee ee NG i zs oes ae ie J seh i i ae Rae ee ‘ ; Sita, Bay as satires “ii ar Sette ee oe a pla. Ad Tae aioe on = i ge ally 3 teh ‘ Eiae 


“ig 


eas 


ig 7 
a 


20 Be Sa. 


Le at 


2 


SaaS ae 


ae 


Pom, 


ee a ks. ee ee 


Advertising Age, September 27, 1948 


PHOTOGRAPHIC 
REVIEW 


OPENING BROADCAST—Following the opening fall broadcast of “My Friend 

Irma,” radio and agency principals talk it over backstage. Left to right are: Cy 

Howard, producer-director of the show; Frank Oxarart, in charge of network sales 

for the CBS Hollywood office; D. W. Thornburgh, CBS vice-president in charge of 

the western division; Robert Ballin, vice-president in charge of radio for Foote, 

Cone & Belding, and C. Burt Oliver, general manager of the agency’s Hollywood 
office. 
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MERCHANDISING ADVERTISING—The daily newspapers of Montreal, Can., are fol- 

lowing the plan of the Canadian Daily Newspapers Association to display retailers’ 

advertised products with proof sheets of their advertising. These pictures show how 

the program has been worked out with three of Montreal’s largest department stores, 

T. Eaton & Co, (top), Robert Simpson Co. (center) and Henry Morgan & Co. Window 
displays in selected drug stores are to follow. 


KCMO CELEBRATES—Owen Balch, of John 
E. Pearson Co., Kansas City, representa- 
tive of Station KCMO, presents a birthday 
cake with his congratulations to KCMO 
and E. K. Hartenbower, general manager, 
on the first anniversary of the station's 
operation on 50,000 watts. 


NEW PACK—Sunshine potato chips, prod- 

uct of Sunshine Biscuits, Inc., New York, 

are being packaged in a new cylindrical 

container adaptable for various pantry 
uses. 


DEmUNo: KAI OK—tiectronic Specialty Co., 
Los Angeles, is sending dealers and 
demonstrators this switch-equipped model 
of its Ranger electronic inverter, with 
which AC current can be changed to the 
more powerful DC by plugging the in- 
verter into the wall, then plugging the 
shaver into the inverter. The extra power 
gained is claimed virtually to eliminate 
the pulling and slowing of the electric 
shaver cutter on the heaviest of beards. 


il 


ALL SMILES—Arch Crawford, president of the National Association of Magazine Pub- 

lishers, Mrs. Fuller and Walter D. Fuller, president of Curtis, were photographed in a 

jovial mood. Mr. Fuller was reelected to serve a third term as chairman of NAMP 
at its fall meeting. 


¢ 


ADVERTISING—On his feet is F. F. Soule of Conde Nast, acting as moderator for the 
NAMP advertising clinic. The members of his panel are, left to right, J. L. Mitchell, 
Macfadden; William Cunningham, McCall’s, and Warren Agry, American Home and 
chairman of the group. It was the first time an advertising clinic had been inciuded. 


NEW CAMPAIGN—Looking over the ads for the new Necco campaign (AA, Sept. 

13), are left to right: Philip M. Clark, president of the New England Confectionery 

Co.; John H. Reddy, advertising director of the company, and Chester LaRoche, 
president of C. J. LaRoche & Co., Necco’s agency. 


HOUSTON HOSTS—The Houston chapter of the Southwestern 
Association of Advertising Agencies will be host to the associa- 
tion at its annual meeting at the Texas State Hotel, Oct. 23-25. 
Left to right are: John P. Goodwin, Steele Advertising Agency; 
David G. Ritchie, Ritchie Advertising Agency, president of the 
local chapter; J. Earl Brennan, Brennan Advertising Agency; 


Charles Crosson, Charles Crosson & Co.; R. C. Gano Sr., Gano- 
Bachrodt-Edwards, Inc.; Robert N. Aylin, Robert N. Aylin Adver- 
tising Agency, treasurer of the local chapter; Paul Franke, 
Franke-Wilkinson-Schiwetz & Tips, Inc., general chairman of the 
convention, and S. Wendell Hawkins, Lee, Park, Greer & Hawkins, 
secretary of the local chapter. 
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New Chain Drug 


Data Presented 
by ‘This Week’ 
Walgreen Leads in 


Total Sales, Katz 
in Sales per Store 


New YorK—This Week Maga- 
zine’s second study of drug store 
operations, covering 19 chains 
which operate 48.4% of all U.S. 
chain drug stores and account for 
two-thirds of the chain store vol- 
ume, was unveiled at a meeting of 
drug executives here last week. 

The fourth presentation (there 
have been two similar surveys of 
the chain grocery field in addition 
to the first drug study) contains 
data on total revenues; number of 
stores; advertising budgets and 
marketing areas; average sales per 
store; and sales volume by depart- 
ments, such as drugs, prescriptions, 
fountain, tobacco, candy and liquor 
—for each of the 19 chains. 

Information in the presentation 
was obtained largely from reports 
by the chains themselves, including 
the Rexall Drug Co., whose figures 
are included for the first time. Sup- 
plementary data is drawn from the 
Securities and Exchange Commis- 
sion, U.S. Department of Labor 
and other sources. 

The new study shows that total 
drug volume in 1947 was $3,616,- 
000,000, as compared to $3,023,000,- 
000 in 1945. However, drug sales 
did not keep pace with either food 
or other retail stores. Using 1936 
as 100%, drug volume was up to 
256.6%, food to 279.4% and all re- 
tail stores to 307.1%. 


®@ One of the reasons for the lag in 
sales through drug stores is the 
lower consumer price index today. 
Using Bureau of Labor Statistics 
data, the study points out that 
food is 193.8, all indexed items 
159.2, but that the price index on 
drugs and prescriptions is only 
115.4, using the average from 
1935-39 as 100. 

In addition, the presentation 
cites the 20% luxury tax, higher 
requirements for employes (phar- 
macists must know 15,000 items as 
compared to 2,500 in the average 
grocery), high rentals, and fair 
trade laws (which keep prices 
down), as additional handicaps in 
achieving a better profit ratio. 

However, This Week Magazine’s 
presentation finds a greater drug 
store potential than ever before, 
since 14,000,000 new families have 
been formed, and 24,500,000 new 
babies have been born between 
1940 and 1948. As pointed out by 
Arno Johnson of J. Walter Thomp- 
son Co. in an address to the Fox- 
Viet Drug Co., there also is in- 
creased consumer purchasing 
power available for purchases of 
medicines, drugs and toilet prepa- 
rations. 


® The survey also includes new 
maps, with 1947 figures on the 
number of families, number of 
drug stores, drug store sales and 
sales per family in 36 primary and 
84 secondary marketing areas, with 
drug wholesalers listed for each 
area. 

The publication found that sev- 
eral significant trends in drug store 
service and selling have developed 
since last year’s report. The two 
most important are shifts toward 
departmentalized selling and to- 
ward open, top-of-counter displays. 

Modernization of chain drug 
stores is taking place at an increas- 
ingly rapid pace. Wide, open win- 
dows without displays, and un- 
usual lighting arrangements are be- 
ing designed to sell customers on 
the entire store rather than on 


single items at bargain prices. Fair | 
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‘SPEND LESS’—The Can Manufacturers Institute will run this four-color page in five 

magazines in October and November as part of a drive in cooperation with the 

American Meat Institute and Canned Pea Association (AA, Sept. 20). 
Bowles, New York, is the agency. 
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trade laws have worked toward 
elimination of the loss leader as a 
customer attraction, and the new 
store front designs are the chain 
stores’ answer. 

This Week Magazine also uncov- 
ered evidence that the chain drug 
stores are placing more emphasis 
on sundries to replace the loss 
leader drug item and to build vol- 
ume and profits. Prescription de- 
partments are being opened for in- 
spection by customers, and there 
appears to be a steady push on the 
pharmacy business. 

In some of the stores pictured in 
the presentation, the introduction 
of gondolas and gondolettes for 
holding goods, and the top of 
counter displays make the drug 
store almost indistinguishable from 
the modern supermarket, except 
for the prescription department and 
the fountain. 


# Of particular interest to drug ad- 
vertisers is the increasing selec- 
tivity of chain drug stores on co- 
operative advertising. The idea, of 
course, is that the chains want to 
use their advertising to bring store 
traffic, not merely to run ads be- 
cause the manufacturer foots part 
of the bill. 

Largest of the 19 chains in terms 
of volume is Walgreen Drug Co., 
with a volune of $151,440,000, al- 
most half of the total sales made in 
all chain drug stores in the year 
1929. Katz stores, with headquar- 
ters in Kansas City, had the high- 
est average sales per store, $1,162,- 
238, while Skillern’s of Dallas 
showed the highest percentage of 
the total drug volume in the coun- 
ties where it markets. 

Skillern’s did 37.2% of the drug 
business in the counties which com- 
prise its market area. Gallaher of 
Dayton is second, with 34% of the 
total volume in counties where it 
is represented. 


Nordberg Appoints Gray 
Russell T. Gray, Inc., Chicago, 
has been appointed to handle the 
domestic and export publication 
advertising of Nordberg Mfg. Co., 
Milwaukee. 


Austin Moves Offices 


W. H. Austin & Co., Toronto 
publishers’ representative, has 


moved to larger offices at 67 Yonge 
St. 


Special Pleading 
Could Ruin Council 
Plan: Mortimer 


WASHINGTON—Charles G. Mort- 
imer Jr., vice-president in charge 
of marketing for General Foods, 
told members of the American 
Hotel Association meeting here 
last week that “it is public re- 
lations at bargain prices” for 
business men to push the forth- 
coming campaign for “A Better 
Understanding of Our Economic 
System.” 

Speaking in his role as chair- 
man of the Advertising Council, 
Mr. Mortimer described the pro- 
ject as “the soundest campaign 
against Communism yet contrived 
—though it hardly mentions the 
word. Cemmunism, like nature, 
abhors a vacuum—a vacuum of 
information,” Mr. Mortimer said. 

“Fill the vacuum with accurate 
information about how our sys- 
tem works, and what it can do 
for us increasingly in the future 
—and nobody but a stooge or a 
crack-pot could be — seriously 
swayed by the siren song of Mos- 
cow.” 

Explaining that it has been 
necessary to acknowledge short- 
comings as well as advantages, 
Mr. Mortimer warned that the in- 
formation campaign on the Amer- 
ican economic system “is no easy 
thing to do. One touch of reaction 
could poison the brew. One drop 
of special pleading could turn 
the medicine rancid.” 

To guard against charges of 
special pleading, Mr. Mortimer 
urged hotel men to use Council- 
prepared ads, carrying the sig- 
natures of men from divergent 
interest groups—Paul Hoffman 
for business; Boris Shishkin for 
labor and Evans Clark for the 
public. 


Spitzer & Mills Ups Hart 

Ralph Hart has been promoted 
from assistant radio director to 
radio director of Spitzer & Mills, 
Toronto. He succeeds Bill Byles, 
who has become radio director of 
Young & Rubicam, Toronto. 


Squibb Appoints Moffat 

J. Moffat has been appointed 
manager of professional sales and 
promotion of E. R. Squibb & Sons 
of Canada, Montreal. 


/|40-Man Group 
Studies Basing 
Point Problems 


Capehart Lists Four 
Chief ‘Considerations’ 
for Advisory Project 


WASHINGTON—A 40-man advi- 
sory committee representing a 
cross-section of business, labor 
and consumer groups has buckled 
down to the consideration of re- 
commendations for the Senate 
committee on trade _ policies, 
studying possible anti-trust law 
revision in the light of recent FTC 
and Supreme Court rulings out- 
lawing the basing point price sys- 
tem used in the cement industry. 

At its initial session, the advi- 
sory group heard Sen. Homer 
Capehart (R., Ind.), chairman of 
the Senate group, declare that 
many attorneys, including Wili- 
liam Simon, general counsel of 
the trade policies committee, feel 
“the cement case decision went so 
far as to cast grave doubt on the 
legality of many pricing systems, 
not carried on by conspiracy, and 
even though freight is absorbed 
by a seller in the process of sys- 
tematically meeting the lower 
prices of a competitor.” 


s Senator Capehart said “it is 
not my intention nor is it the 
intention of the committee or its 
staff, to support any pricing sys- 
tem which stifles competition and 
operates to injure free enterprise 
and individual initiative. If the 
basing point system operates in 
this fashion, it should be done 
away with.” 

The advisory committee is to 
provide recommendations by Jan- 
uary. Meanwhile, the Capehari 
committee will hold public hear- 
ings beginning in mid-November, 
with a view of incorporating its 
findings and the advisory com- 
mittee recommendations into for- 
mal legislative proposals to reach 
Congress early in March. 

Senator Capehart feels the com- 
mittee studies should be based 
on four general considerations: 

1. Will these pricing policies 
foster and promote competition 
in industry and advance the free 
enterprise American way of busi- 
ness life? 

2. Will these pricing policies 
promote a beneficial decentrali- 
zation of industry in the further- 
ance of our national security? 

3. What will be the effect of 
these pricing policies on the cost 
to the consumer of the manufac- 
tured articles he buys? 

4. Will these pricing policies 
result in shifts of population 
which will materially affect the 
nation? 


ws “I must say frankly, however, 
that thus far the possible benefits 
of the commission’s pricing poli- 
cies have not been brought to our 
attention as forcefully as some of 
the disadvantages,” Senator Cape- 
hart said. 

“Perhaps that is because those 
who make themselves heard in a 
situation of this kind, from the 
short time standpoint, are those 
who feel they have been hurt or 
are likely to be hurt.” 

The senator said that those who 
propose to prohibit freight ab- 
sorption presuppose “local mo- 
nopoly” for favorably located sel- 
lers. “It would appear,” he said, 
“that, theoretically, this manner 
of conducting business results in 
an economic saving from the dol- 
lar and cents standpoint,” but he 


questioned whether it “would re- 
sult in a saving if—as would often 
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. happen—one seller had a mono) - 


oly in a local market?” 

The committee’s general coun- 
sel flatly declared that lawyers 
are sufficiently confused and in 
such disagreement as a result cf 
recent decisions that he hop« 
Congress will enact legislatio: 
“clarifying the subject and pres. 
cribing with understandable limi 
tations the pricing policies whic! 
it feels are in accord with th: 
public interest.” 

Mr. Simon said the cement cas 
represents the final determina- 
tion, as of this time, “that any 
pricing system including system- 
atic freight absorption is illega! 
if the commission or the court 
concludes there is a reasonable 
possibility of injury to compe- 
tition.” 

He claimed that this appears to 
be true even if a firm should sys- 
tematically absorb freight, in an 
industry where freight is sub- 
stantial, as a means of meeting 
the prices of a competitor located 
closer to the customer, and in 
the absence of conspiracy or 
agreement among the sellers. 


CANDY MAKERS FEAR 
FREIGHT COST RULING 

New YorK—A bleak picture of 
the candy manufacturing industry 
operating under the recent Su- 
preme Court opinion on freight 
costs was painted here last week 
by its spokesman, Philip P. Gott, 
president of the National Confec- 
tioners’ Association. 

Mr. Gott told members of Affil- 
iated Drugs, Inc., that the indus- 
try is alarmed over interpretations 
of the court’s opinion in the Ce- 
ment Institute case to the effect 
that freight absorption may be 
considered illegal. He said associ- 
ation directors and its Washington 
committee are analyzing the ef- 
fects carefully. 

The NCA president said he be- 
lieves that “the legal compulsion 
of marketing and merchandising 
of five-cent items, for instance, 
under the system of f.o.b. plant 
sales would create havoc in the 
industry, and would undoubtedly 
force erection of plants through- 
out the country at higher wnit 
cost of production than attained 
when national distribution is 
made from a single plant. Nation- 
al advertising of so-called five- 
cent items would be nullified, and 
sales programs and distribution 
policies through retail outlets 
would be revolutionized.” 


@ Candy is now being sold 
through more than 1,000,000 re- 
tail outlets, probably more than 
handle any other single food item, 
Mr. Gott said. Independent re- 
tailers still constitute the largest 
outlet, with preliminary 1947 re- 
ports showing that 53.3% of total 
production goes to them through 
wholesalers. In addition, the in- 
dustry sells 18.7% of production 
direct to independents, and 20.9% 
direct to chain stores. 

Of the volume sold direct to 
chain stores, 31.4% went to gro- 
cery chains, 16.9% to drug chains, 
34.9% to variety chains, 9.2% t 
theater chains and 7.6% to other 
chains, including mail order 
houses. 

The industry is continuing its 
advertising program, through the 
Council on Candy, with a serie 
in The Saturday Evening Post 
is pushing extensive sales promo- 
tions at the retail level, and i: 
again emphasizing sales trainin; 
by wholesalers’ salesmen unde) 
the “balanced selling” progran 
directed by the association’s dis- 
tribution committee. 


WPIX Signs Krueger Brewing 
G. Krueger Brewing Co., New- 
ark, will sponsor Saturday night 
boxing bouts over WPIX, New 
York, starting Oct. 2, through 


|Benton & Bowles, New York. 
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Lithographers 
Warned Training 
Program Is Vital 


CINCINNATI—The industry’s need 
of training more competent litho- 
graphic craftsmen was stressed by 
association officers and industry 
members at the 16th annual con- 
vention of the National Association 
of Photo-Lithographers here Sept. 
15-18. 

Management must train new help 
if the industry is to continue 
turning out high-grade products, 
Charles E. Mallet, association pres- 
ident, told the group. He urged 
member companies to employ apti- 
tude tests, close screening or other 
methods of selecting likely candi- 
dates, and to train these poten- 
tial lithographers in lithographic 
schools or on an in-plant training 
basis. 

“Such a program merits the un- 
reserved cooperation of our indus- 
try’s union leadership,” he said. 
“Skilled craftsmen are now so 
scarce as to constitute a very real 
deterrent to further progress. We 
cannot expand the scope and ca- 
pacity of our plants without many 
more lithographers. Without them 
the high standards of our trade are 
bound to show the result—in a 
lowering of those standards.” 


® The lithographic industry cannot 
long delay a unified educational 
program, Walter E. Soderstrom, 
executive secretary of the associa- 
tion, declared. He said the indus- 
try has “an almost traditional bad 
habit of nepotism,” and that it is 
past time for labor and manage- 
ment to agree on apprenticeship, 
definition of aptitude and a uni- 
form system of job classification. 

Discussing management’s tasks, 
Arthur A. Wetzel, president of Wet- 
zel Brothers, urged the industry to 
give increased attention to sales 
management. “Focus your attention 
on sales and prospects in setting up 
sound sales policies and sales train- 
ing,” he said. “It’s an investment 
that will pay big dividends.” 

Mr. Wetzel declared that an in- 
vestment in management methods 
and counseling is just as important 
as the purchase of equipment, since 
it will provide more insight into 
the company’s financial structure, 
pricing policy, costs, sources of 
profit, breakdown of sales into 
component parts, regulation of de- 
partmental expenses and their con- 
trol, “and last, but not least, a 
budgeting system that over the 
years will give you a perspective 
of your business from a manage- 
ment point of view that is inescap- 
able.” 


Brooks-Stevens Names Short 


Don Short, public relations di- 
rector of Gamble-Skogmo, Inc., 
and on the staff of Harry Coleman 
& Co., Minneapolis, public re- 
lations firm, has resigned from 
both positions to handle the public 
relations of Brooks-Stevens & As- 
sociates, Milwaukee, industrial 
designer. Mr. Short plans to es- 
tablish a business in Minneapolis. 
Howard Hodgson will handle the 


public relations of Gamble-Skog- 
mo. 


Industrial Admen Elect 
William A. Rundquist, Pioneer 


| Engineering Works, St. Paul, has 


been elected president of the Twin 
City Industrial Advertisers. Other 
officers are: Steve Brown, Amer- 
ican Hoist & Derrick, vice-presi- 
dent; Eugene Fowler, Alfred Colle 
Co., secretary, and George Mur- 
dock, E. W. Sann & Associates, 
treasurer. 


Joins ‘House Beautiful’ 


Charles H. Smith has joined the 
advertising staff of House Beauti- 
ful, making his headquarters in 
Boston, 
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Ben-Hur Products Launches 
4-Month Drive in the West 


Ben Hur Products, Inc., Los 
Angeles, has launched a four- 
month schedule of advertising for 
Ben-Hur coffee in a long list of 
California, Arizona and Nevada 
newspapers. Through Ben-Hur’s 
subsidiary, Clossett & Devers, 
Portland, a similar campaign on 
Golden West coffee is scheduled 
for newspapers in Oregon, Wash- 
ington and Idaho. 

The black-and-white newspaper 


\ gh BE og Pe * sl as 


schedule will be supported by 
two four-color pages featuring the 
two blends in Pictorial Review 
and Pacific Parade cities during 
October and November. Copy will 
be backed with a _ triple-your- 
money-back guarantee. Mogge- 
Privett, Inc., Los Angeles, is the 
agency. 


WIZ Signs Six New Clients 


WJZ, New York key station for 
ABC, has signed six new adver- 
tisers for fall. They are Whitehall 


Pharmacal Co., through Dancer- 
Fitzgerald-Sample; Garcia Vega, 
Inc., through Platt-Forbes; The 
Tailored Woman, Peck Advertis- 
ing Agency; William H. Wise & 
Co., Huber Hoge & Sons; Hattie 
Carnegie, Inc., Hixson-O’Donnell 
Advertising; and General Electric 
Distributors, William N. Scheer 
Advertising Agency. 


Publication Boosts Rates 


“Effective January, 1949, Indus- 
trial Equipment News, New York, 


will increase its advertising rates. 
The new rate for one-ninth page, 
one time, will be $120. 
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HOME FURNISH! 


ELECTRICAL 
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HERE YOU WILL FIND _ 


THE UP-TO-DATE 


“ANSWERS TO THESE 


QUESTIONS: 


e What do people 
buy in the Salt 
Lake Market? 


© What Brands ? 
e How Much? 


e How Frequently ? 


e Where do they 
buy? 


© What are the 
Market Trends? 


y You Will Need This Book if You Sell in the Intermountain Market 


This will be the most comprehensive analysis ever made of consumer preferences and 


buying habits in the Greater Salt Lake Market. 


The survey is being made and the 


data compiled under the direction of Dr. O. Preston Robinson, head of the Department 
of Marketing, University of Utah. It will offer invaluable aid to advertisers now in the 
market and to those who plan to enter it. Available soon, copies will be sent on request. 


A Service by the West's Fastest-Growing Newspaper 
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<< guest: 


“HOMETOWN REUNION” brings a new 
half-hour of fast comedy and gay folk music to Radio— 
featuring Eddy Arnold, “America’s No.1 Folk Singer,” as 
emcee of the nation’s top troupe of hillbilly entertainers. 
(““Billboard”’ reports Eddy Arnold first on juke box records 
in 1948!) 

Backing up Arnold is the sparkling, salty humor of 
Whitey Ford, the Duke of Paducah, together with the 


Willis Brothers Trio, the novelty songs of Annie Lou and 
Danny, vocalist Donna Jean, and the famous Hometown 
Band and Choir. 

But these aren’t all the elements that make “Home- 
town Reunion” a potent package for the advertiser who 
wishes to reach and please multi-millions of customers at 
low cost. Traveling and originating in major cities across 


the country, the program consistently delivers superb local 


~~ 


me 


tis 


ee ee ae ig ee i Fd a eee eS ce al ae nS: oe email hay di. | te sees r : a ot ee a . ia . alli . ie ij 
| ZN L ©) ae) Ze Ga 1e «a 
| A AAR LOG) mee 
| ZZ Wye (9 ne. VY GL "AU fal a= AUGT. 4 
‘ Zz ei Sy +f; , EGAN = a, i Gir A ON) ‘3 es 
‘eal A BAe az lee Ga (oe 
ZA MGT / LA if, SN oe 7 geese gs .#:@ ‘ doe: 
AN eee ee. ear Mid. 
| ese ))) eee Wey See Sn a Ne) 2 
| c ZB a> ee * and : SE OI | 
| AN Os oe 3: i ines ; > Pe: Ff 4 Pi a i é x | J ~t 
4 | a ie :: fe IEG ileal Bineeg DAY iii 
| SY Ome: 7, en Ee = Hg 
| wv Pg rE: | ce tara uy Ee aq a he ARES 
tel oe Bx CS: ay 
ve , = . a Oy 2: = : —_ ig sae + go5-, A 4 
BST ET 7 GE S/H 
me) Ah) AV a yi , ‘is = | | Gh sat) 
ei | \\" \ BOK \ A yy j | | \ ll _—_— Bey y | 
M i = if y ey, > DN , (} y R 4 ) 
a Se a a Oa 
| = 
10 
| or 
|_| 
| fu 
’ | ee A 


Tah 
5 


TOWN REUNION“... 
jerk hillbilly program 
joast- fo-coast on CBS 
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Weintraub Names Jensen 

William Jensen, formerly vice- 
president of Walter Weir, Inc., 
New York, has joined William H. 
Weintraub & Co.,. New York, 
where he will specialize in mar- 
keting and sales analysis. 


Faberge Names Carmichael 


Cc. G. Carmichael, formerly in 
charge of sales promotion for 
Dorothy Gray and Daggett & 
Ramsdell, has been appointed 
general manager of Faberge Per- 
fumes (Canada) Ltd., Toronto. 


Offers Mat Service 

Charles D. Spencer & Associates, 
Inc., Chicago, specializing in insur- 
ance advertising, has established a 
new monthly insurance advertis- 
ing mat service. 


PUBLICATION PRINTING 


We are operating two full 
shifts in both composing 
room and press room. Pres- 
ent facilities include four 
linotype machines (8 oper- 
ators); ten presses ranging 
from Miehle Verticals to 62” 
and 74” cylinders; four au- 
tomatic folders and two 
gang stitchers. 

If you are looking for a 
printer, we invite you to in- 
vestigate our service. 


MORTON PRINTING CO. 


PONTIAC, ILL. 
(90 miles from Chicago 
on U.S, 66 and Alton RR) 


ALL AROUND ADVERTISING MAN 
SEEKING NEW CONNECTION 


ce sales in con- 


E rience includes s 
sy trade papers in 


sumer magazines an 
excess of $1,500,000. 

Managed Chicago office for national 
advertising agency for two years. 

Qualified to prepare own presenta- 
tions. 

Age 45 — Good appearance — Good 
talker. : 

It will pay the publisher wanting 
more mid-west billing or the agency 
seeking new accounts to take a look at 
this man. 


Box 7175, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


SALES MAGAZINE 
EDITOR WANTED 


Outstanding sales promotion man, under 35, 
who has had experience editing a sales 
magazine or house organ. This man must be 
an able writer, a creative thinker and a fast 
worker. He will edit a new distributor and 
dealer magazine for a large midwestern in- 
dustrial corporation with a nationwide dis- 
tribution system. This man will also be 
required to do creative work and general 
copy writing in the sales promotion field. 


Address Box 7177 
ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MANAGER 
available for smaller company or sub- 
ordinate job large organization. Last 

ition divisional advertising manager 
argest aluminum producer. Capable 
writer and idea man—develops plans and 
carries through. Familiar budgeting, 
lanning, product and market study, trade 
Scammell and direct mail. 
Box 7173, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


AVAILABLE—ADVERTISING EXECUTIVE 


2 . af : raat: = eee gi ce a See er ae Cane ss 
per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on 


MARKET PLACE 


- Figure bold face heads (maximum 


Box 


POSITIONS WANTED 


HELP WANTED 
Ady. Mgr. Publication Exp.......... $8,000 
Advertising Asst. Mdse. Exp......... 3,900 
Asst. Account Executive............ 5, available immediately for 
PURE PD hike pondwnddcoccvescs 5,000 
SHAY AGENCIES 
30 W. Wash CE 6-9800 


PHOTOGRAPHY SALESMAN 


Big studio with top talent supplying adver- 
tising agencies wants salesman on commis- 
sion. Phone REgent 7-9201. New York City. 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 
Advertising Specialty Salesmen to repre- 
sent established line of cloth showroom 
banners whose patented features offer ex- 
ceptional sales and profit opportunities. 
Exclusive territory. Prefer experienced men 
now handling other recognized advertising 
display items. Write for details and samples. 
Rosco Manufacturing Company, 439-465 
Central Avenue, Rochester 5, N. Y. 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., HA 17-2063, Chicago 


Wanted Individual experienced in indus- 
trial advertising, preferably with sufficient 
artistic ability to handle lay out work and 
direct mail advertising. Write Manager of 
Sales. 
The J. B. Beaird Company, Inc. 
Shreveport, Louisiana. 


Artist: Retouching, layout. 2 years school, 
3 years experience. Details promptly. Write: 


Box 9780, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ASSISTANT EDITOR 


Experience on nationally known trade pa- 
pers. Secretarial background. 
Box 9782, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


West Coast Public Relations 
coverage offered by capable, experienced, 
well-known public relations executive now 
re-opening Los Angeles office. Write for 
details. 

Box 9784, ADVERTISING AGE 
00 E. Ohio St., Chicago 11, Ill. 


TRADE PAPER EDITOR available. 


Young—8 years experience. Handle make-up 
and production. Capable reporter, writer. 
Journalism degree. Resume on request.— 
Box 9788, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL 


WRITER 


of ad and radio copy, publicity, editorial 
material, who likes and understands busi- 
ness, seeks stimulating connection. This 
personable woman is brighter, more capable 
of original, incisive thinking, more reliable 
than most. 13 years experience. Write: 
Box 9786, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
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take 


display. 


POSITIONS WANTED 


AD REPRESENTATIVE 


Chicago area. 
Industrial Trade paper experience. Famil- 
iar with midwest accounts and agencies. 
Knows factual market presentation. Vet- 
eran. Want solid permanent connection. 
Resume on request. 
Box 9787, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois. 


LOS ANGELES ART DIRECTOR 
seeks position with small-medium sized 
agency or national branch in LA area. 
Creative experience in art, production With 
consumer accounts. 

Box 9789, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


MEDIA, CONTACT, M’D’S’G 
4A’s account exec., formerly media direc- 
tor, open either opportunity. 
Box 9790, ADVERTISING AGE 
830 W. 42nd St., New York 18, N. Y. 


Advertising Mgr. or Assistant 


Top-notch copy writer with production 
and contact exp. seeks broader horizon. 8- 
year background includes advt’g in nat’) 
trade publications (emphasis—industrial, 
automotive), leading consumer magazines 
and newspapers; also direct mail merchan- 
dising campaigns, brochures, radio com- 
mercials, publicity. Produces advt’g that 
sells. Familiar with agency operation. Col- 
lege grad., age 83, married, family. Not 
afraid to work. 

Box 9791, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING TRAINEE 
College graduate, 24 interested in position 
with agency or firm. Writes copy—makes 
rough layouts. 
Box 9793, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Copy S 
Drug 


I'm a retail druggist turned advertising 
man. Because I actually ran a store, 
know the druggist and his customers, and 
what makes them buy. To this I’ve added 
a successful career in national advertising 
of drug store products. Now I'm ready to 
take these specialized qualifications to an 
agency that wants to put more spin on a 
drug or cosmetic account. Previous agency 
experience. Also Adv. Mgr. one of the larg- 
est companies in its field, Persuasive writer, 
able planner. Ready to produce now. 


Box 9792, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


list In 
tore Selling 


COPY WRITER — Industrial, automotive, 
home appliance, insurance, food; nat’) 
trade and consumer™ magazines, radio, 
newspaper, direct mail. First rate agency 
exp. on nationally prominent accounts. 
Looking for bigger opportunity. Creative 
ability plus common sense. College grad., 
married, age 33 


Box 9794, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Able administrator, former agency owner. 
Qualified production and advertising man- 
ager. Skilled in organization, systems and 
controls. Now supervises all phases of pro- 
duction in 30 man agency as Service 
Director—Traffic Manager. Seek long term 
connection with agency or advertiser. 
Available Oct. Ist. Box 7174, ADVERTIS.- | 
ING AGE, 100 E. Ohio St., Chicago 11, Il. 


agency. 


Supervise research 
Plan marketing strategy 


Plan, organize and help conduct 


Select media 
Solicit new business 
Serve on the agency plans board 


In Replying: 


be treated in strictest confidence. 


100 E. Ohio St. 


OPPORTUNITY 


For an Account Executive Who Likes to Work 


We're looking for an account executive who has enough on the ball to 
be a candidate for the future presidency of this fast growing midwest 


He must be willing to contribute the kind and a 
sweat and time on the job that the present managem 
to build the agency to its present position. 


He must be well grounded in food and consumer goods merchandis- 
ing and advertising. He can’t be a button pusher because he'll have 
to handle chores like these bimself for the clients he will serve: 


Prepare and make effective presentations 


Originate sound copy approach and even write his own if need be. 


Handle detail promptly and accurately 


He must be able to win cooperation from both client and agency 
personnel but we don’t want a man who substitutes personality and 
persuasiveness for sound business judgment. 


He should be around 35 years of age, in good health and ready for 
the final move of his career. He must have the capacity for handling 
a lot of work and be able to withstand pressure. 


Write us fully and tell us why you're the man for the job. Include 
a recent photograph as well as your address and telephone number. 
State age, salary requirements and date of availability. All replies will 


ADVERTISING AGE 
Address: Box 7169 


nt of thinking, 
t has contributed 


client sales meetings 


Chicago 11, Ill. 


WISHING WON’T MAKE IT sO— 


but looking can bring the right girl to your 
organization. I understand promotional 
planning and follow-through. My writing 
produces results. People like me. My cépy- 
contact-selling experience in mail order, 
retail, agency and (at present) special 
merchandising and promotion, tailor-fits 
me for what I want now—a top executive 
post in publicity—and advertising for a 
product or service where style counts first, 
and where woman’s approach is _ needed. 
Prefer manufacturing source in textiles, 
home furnishings or fashions. 


Box 9795, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
‘TIVES WANTED — 
SPACE REPRESENTATIVES 
wanted to cover Chicago, St. Louis, and 
New Orleans territories for small trade 
publishing organization. Liberal commis- 
sion plus bonus. 
Box 9781, ADVERTISING AGE 
100_E. Ohio St., Chicago 11, Ill. 
~ REPRESENTATIVES AVAILA 


Experienced Space Salesman wishes to rep- 
resent industrial or trade publication in 
midwest. Have my own office, telephone, 
etc. Interested in permanent connection 
where weekly or monthly income is as- 
sured. 

Box 9785, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

CELLANEOUS 


Excellent opportunity in the publishing 
ousiness. We are liquidating part of our 
holdings.’ Will sell one monthly publication. 
A real money maker to the right party. 


Box 9783, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Desk Space Available in export advertising 
office. Extension phone or secretarial ser- 
vice in building if preferred. Swell for 
publisher’s rep. or mfrs. agent. Robel, 
gnoom 316, 612 N. Michigan, Chgo., SU- 
perior 7-4345. 


Ex-’Go’ Pubiisher 
Introduces ‘Stop’ 


New YorK—A new monthly 
magazine called Stop hit New York 
newsstands last week. Devoted to 
living in New York and news of 
the town, Stop was designed by 
George Brest, editor and publisher. 
He formerly published Go. 

The first issue contains 28 pages 
of ads, 75% of which are full pages. 
First issue circulation is 15,000. 
The magazine size is 5%” by 656”. 

One-time rate for a full page is 
$120.50; the back cover is $220.50 
and inside cover $180.50. The mag- 
azine reports that more than 50% 
of the advertising in the first issue 
is from national advertisers. The 
newsstand price is 10¢. 
Contributors to the first issue of 
the 72-page magazine are William 
Saroyan, Thyra Samter Winslow, 
Richard Watts Jr., George Frazier, 
Irving Hoffman and Dr. Ralph W. 
Sockman. Distribution is by the 
American News Co. 


Biow Elects Clyne, Swann, 
Tyler and Beirn V. P.s 


Charles T. Clyne, who has been 
handling the Bulova watch ac- 
count, Erwin D. Swann, who has 
handled the Schenley Distillers ac- 
count, and Charles P. Tyler, the 
Philip Morris & Co. account, have 
been elected vice-presidents of 
Biow Co., New York. 

Kenneth Beirn, formerly a vice- 
president and executive manager 
of the New York office of Dancer- 
Fitzgerald-Sample, has been 
named a vice-president of Biow. 


Drops Alison Bowes Account 


Mitchell-Faust Advertising Co., 
Chicago, has resigned the account 
of Alison Bowes Co., Chicago, mail 
order hosiery and lingerie, effec- 
tive Oct. 1. 


Slater Shoe Names Nelson 
Walter Nelson has been named 
assistant sales manager of Slater 
— Co. (Canada) Ltd., Mont- 
real. 


COTTON 
PICKER 


COUNTER UNIT—The open Cotton Picker 
centering this display produced by Zipp 
rodt, Inc., for Baver & Black, Chicago, is 
encased in plastic for protection from 
dust, and the unit provides space for 
additional packages. 


Sylcon to Introduce 
First Electrically 
Heated Mattress 


Cuicaco—Syleon Corp. will in- 
troduce an electrically heated 
mattress this fall, to be backed by 
local newspaper campaigns by 
each of the corporation’s 25 fran- 
chised companies throughout this 
country and Canada. 

Each franchised bedding manu- 
facturing company will finance 
its own campaign and will decile 
its own expenditures. In most 
areas, the mattress will reach the 
retail market in several weeks. 
Most advertising will await the 
colder weather. 

The heating unit will be made 
by Tempret Products, Inc., Chi- 
cago, and will be used only in 
Sylcon’s line of quilted mattresses. 
The company claims that advan- 
tages of the unit, which will be 
built in under a one-inch, six- 
pound layer of felt, are that no 
delicate thermostats are needed 
and there is no mechanical abuse 
from folding, flexing and tucking. 
The mattress, first of the heated 
type to reach the market, will re- 
tail from $59.50 up. At the low 
end, a $49.50 Sylcon mattress will 
be used, with $10 added for the 
heating unit. Individual multiple- 
heat controls will be available on 
double mattresses, raising the 
amount added for the heating unit 
to $20. 

Lauesen & Salomon, 
is the agency. 


Chicago, 


Taymouth Industries Formed 


Taymouth Industries Ltd., Eto- 
bicoke, Ont., has been formed to 
handle the Canadian production 
and sales of the Astral Baby-Frig, 
a small electric refrigerator. A new 
plant is being erected on the Queen 
Elizabeth Way, near Toronto, and 
Ontario distribution will be han- 
dled by Anthony Foster & Sons, 
Toronto. 


Dalglish Promotes Curtis 


H. W. Curtis, district represen- 
tative, has been named assistant 
advertising manager of the Dalg- 
lish Chemicals Ltd., Toronto. He 
also will be in charge of the ad- 
vertising of Standard Chemicz! 
Co., Goderich Salt Co., and Mari- 
time Industries. 


Leckie Appoints Witters 


M. H. Witters, formerly gener:! 
sales manager of the Great We:' 
Saddlery Co., Winnipeg, has been 
named sales manager of J. Leckic 
Co., Vancouver, B. C., shoe manu- 
facturer. 


Responsible Position For You If You Can - - - - - 
SELL BY MAIL 


Nationally known cosmetic house offers pioneering opportunity to the man or woman 
who can sell merchandise and promotions to retailers through letters and mailing | 
pieces. Experience in cosmetics or fashion field preferable. Or perhaps you have been | 
on the writing end of successful direct mail selling of women’s products to retailers. 
This is a new position (Midwest location), requiring imagination, follow-through, and 
tact. Write, in confidence, why you think you could handle this position, giving 
present salary and education. An interview will be arranged. 
Box 7176, ADVERTISING AGE « 100 E. Ohio St., Chicago 11, Tl. 
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Housing Taking 
Only One-Eighth 


of Family Income 


Reserve Board Shows 
49% Now Own Homes; 
Median Rental is $30 


WasHINGTON—Federal Reserve 
Board statisticians, exploring home 
ownership and rental habits of 
non-farm families, last week chal- 
lenged the commonly accepted ax- 
iom that about a fourth of famiiy 
income—one week’s pay a month 
—ordinarily goes for housing. 

Looking over the factual data 
accumulated in the annual “Sur- 
vey of Consumer Finances” made 
for the board by the Survey Re- 
search Center of the University of 
Michigan, board analysts found an 
average American family used only 
about 12% of its 1947 income for 
rent. 

While this amount was low as a 
result of rent control, Clark L. 
Fauver of the board’s division of 
research and statistics recalled that 
Bureau of Labor Statistics studies 
showed only 16% was required for 
rent in 1941 and 13% in 1944. 

“Data for all three surveys in- 
dicate that there is not much sta- 
tistical basis for the traditional 
thinking that the average family 
spends about one fourth of its in- 
come for rent,” Mr. Fauver ob- 
served in an article prepared for 
the September issue of Federal Re- 
serve Bulletin. 


® Noting that a 1933 study showed 
rent averaging 24% of income in 
52 cities, he suggested “such a re- 
lationship probably exists only 
when incomes are at an abnorm- 
ally low level during a depression 
and when at the same time rent 
obligations remain a relatively in- 
flexible item in the family budget.” 

Though the average family was 
paying only 12% of its income for 
rent, the survey showed that the 
“one week’s pay a month” axiom 
was still largely true for low in- 
come families. 

Families with incomes of less 
than $2,000 required 21% of their 
income for rent, compared with an 
average of only 9% for those with 
incomes over $5,000. 

Federal Reserve’s survey re- 
affirms the fact that the proportion 
of American families who own 
their own homes is larger at the 
present time than it has been at 
any other time for which there are 
records. 

Nearly half (49%) owned their 
homes outright or were in the 
process of buying them on time 
when the survey was made early 
in 1948. This compared with 46% 
in 1930, and 41% in 1940. 


= While the country has experi- 
enced a trend toward increased 
home ownership in every decen- 
nial census since 1900 (except for 
the post-depression census of 
1940), Mr. Fauver echoed skepti- 
cism current even in government 
circles over the permanence of at 
least some of the recent increases. 

“The acute shortage of rental 
units has no doubt forced many 
families to buy homes, often at 
inflated prices and somewhat be- 
yond their means, simply in order 
to obtain shelter,” he declares. 

Non-farm families owning their 
own homes were estimated to num- 
ber 18,500,000. Non-farm families 
renting their living quarters were 
estimated at 17,000,000. 

The survey does not attempt to 
estimate total housing cost for 
home owners, but does estimate 
that home owners made repair and 
expansion expenditures totaling 
$5 billion. 

Total rentals for the 17,000,000 


families were estimated at $7 
billion, with the median rental at 
$30. For those with incomes under 
$2,000, median rental was only 
slightly over $20; for those with 
incomes of $5,000 or more, the me- 
dian was close to $50. 

More than a fourth of rent-pay- 
ing families absorbed higher rents 
in 1947. The $30 median rental 
compared with a median of about 
$20 in 1940. 


Kaufman Appoints Two 


Monroe P. Mendelsohn, former- 
ly with Simmonds & Simmonds, 
has joined Kaufman & Associates, 
Chicago, as an account executive. 
Ira Brichta, formerly assistant ad- 
vertising manager of Hillman’s 
Pure Foods, Chicago and Oak 
Park, has been named production 
manager of the agency. 


Foster Names Sussman 


Leonard R. Sussman, formerly 
director of public relations of the 
Government of Puerto Rico, has 
been named vice-president of 
Herbert H. Foster & Associates 
Ltd., Toronto. He will coordinate 
Canadian activities with the New 
York affiliate, Herbert H. Foster 
& Associates. Mr. Sussman will 
make his headquarters in New 
York. 


IPI Advances Power and Law 


John W. Power, manager of the 
Cambridge branch of Internation- 
al Printing Ink, has been named 
assistant to the president of the 
company, with headquarters in 
New York. William S. Law, assis- 
tant to Mr. Power, has been ap- 
pointed to succeed him as manager 
of the Cambridge branch. Both 
appointments become effective 
Oct. 1. 


Ad Corp. Promotes Segal 


Harry Segal, formerly head of 
the sales department of the Ad- 
vertising Corp. of America, New 
York, has been elected executive 
vice-president of the company. 


Television Workshop 


Offers 48 Courses 

Charles J. Durban, U. S. Rubber 
Co.; Kendall Foster, William Esty 
Co.; Halsey Barrett, DuMont net- 
work, and Irwin A. Shane, Tele- 
viser, are among the instructors 
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for the fall session of the Tele- 
vision Workshop, New York. 

Forty-eight courses begin Sept. 
27 at the workshop’s new quarters 
at 1780 Broadway. 


PUBLICATIONS FOR PREMIUMS 


Publications make ideal mag because of 
ow cost, Uniimited V —_ Delivery 
eceptance, Known Retail Values 


100 news stand editions for 
For Adults—1l5e and 25¢ pocket size books 


and magazines, detective, murder, mystery, 
meer * titles—movie and love story magazines. 


REMIUM PUBLISATIONS 
412 qresanteh St. New York City 


Canada Dry Spur Sparkles 
In Spot Movie A 


CANADA DRY uses ilies Movie ads in theatres to sell “Spur” i in 
selected markets. Full of human interest, these eye-filling color 
films appear as a short feature subject in the regular movie 


program. 


Pa is Pi ka ee 5a bed 


tisk i CLS eh nae 


AS IN THE “SPUR” FILM OF NEW ORLEANS, your eieet 
too, can be advertised against a background of travel, sports, 
drama or human interest. You can sell as you entertain in one 
theatre or in over 12,000 theatres (from the 17,900 total in U.S.A.) . 


ASK MOVIE ADVERTISING BUREAU to arrange a screening for you of current 
Spot Movie ads for famous brands. Find out, too, how Movie Advertising Bureau 
can relieve you of all the details of handling a Spot Movie ad cam 

market or nationally. Call or write for your copy of the Bureau's 1 


SPOT MOVIES can show your coon in use more realistically 
than can any other advertising medium. Only Spot Movies in 
theatres sell through sight, sound, action and demonstration — 


in color or black and white. 


SPARKLING GLASSES OF SPUR appear in color. Spot Movies 
bring out taste appeal better than any other advertising medium. 
You can demonstrate your product on the screen and also tell 
where to buy it locally by means of a dealer signature. 


THE CONTINUING STUDY OF THEATRES FOR MOVIE ADVERTISING. 


MOVIE ADVERTISI 


ds in Theatres 


Advertising Agency: J. M. Mathes, Inc. 
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Teese GOousGnGay, 


NG BUREAU 


2449 Charlotte St. 
Phone: Harrison 5840 


NATIONAL OFFICES 


NEW YORK CHICAGO 
70 E. 45th St. 333 N. Michigan Ave. 
re Phone: MUrray Hill 6-3717 Phone: Andover 3022 
KANSAS CITY CLEVELAND 


400 Leade’ Bldg. 
Phone: Mair, 9333 


MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 


NEW ORLEANS 
1032 Carondelet St. 
Phone: Magnolia 4545 


SAN FRANCISCO 
870 Market St. 
Phone: YUkon 6.6164 
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Draft Salesmen, 
Savings Bond 
Directors Urged 


Personal Selling 
Must Support Ads, 
Conferees Told 


St. Paut—Advertising is doing 
a terrific job but salesmen are 
needed vitally to market more 
U. S. savings bonds, government 
and industry spokesmen stressed 
at the second annual sales de- 
velopment conference of the 
Treasury’s savings bond division 
here Sept. 13-17. 

Leon J. Markham, director of 
sales for the huge bond program, 
told the more than 300 state sav- 
ings bond directors that “we are 
ditching the attitude that this is 
mainly an administrative effort. 


It’s now a selling job. 

“What we need is a staff of 
salesmen. We are now looking for 
and getting folks who have been 
trained in seiling techniques and 
sales contacts.” 

One of the most urgent projects 
on the current schedule, he said, 
is that of rebuilding the old war- 
time organization of volunteer 
workers. 

All media are backing the ad- 
vertising program, Mr, Markham 
said, with the magazine industry 
contributing 1,100 pages of space 
each month to the tune of 
$16,000,000 annually; with news- 
papers contributing generously 
and mobilizing local support, and 
with 2,400 radio stations donating 
time weekly for a 15-minute tran- 
scribed series: He said the Treas- 
ury’s sole remaining publicity fea- 
ture for newspapers, “Uncle Sam 
Says,” now appears in 4,500 week- 
lies and dailies and has “the great- 
est acceptance of any feature, com- 
mercial or otherwise, in the his- 
tory of newspaper features.” 

The sales chief announced a 


nine-point selling platform based 
on a thrift, security and higher 
standard of living theme. He also 
said a series of governors’ dinners 
will be held for county bond 
chairmen next February as a cur- 
tain raiser to the second Security 
Loan drive. 


@ Vernon Clark, national bond 
director of the division, revealed 
the addition of a national agri- 
cultural savings bond committee 
to spark farm sales. Promotion 
will be handled through national 
organizations of farmers, rural 
bankers, the farm press and radio, 
and agricultural agencies of the 
government. The new group raises 
to five the national committees 
(those already at work are in 
advertising, banking and invest- 
ment, industry and business, and 
national organizations) that will 
seek volunteer salesmen and or- 
ganize them. 

Thomas H. Young, advertising 
director of United States Rubber 
Co. and campaign coordinator for 
the Advertising Council, told the 
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MARKET POTENTIAL—Elihu E. Harris, director of the advertising section, U. S. Savings 

Bond division, Leon J. Markham, sales director, and Arno H. Johnson, vice-president 

and director of media and research, J. Walter Thompson Co., look over one of the 

charts used by the agency executive in his talk to the National Sales Development 
Conference in St. Paul. 


conferees that “advertising can do 
a job up to a point but personal 
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Write For WOW's 1948 
Coverage Presentation— 
most complete brand-new 


fifty-page study. 


. $3,056,288,000 
$ 700,524,000 
102,535,000 
$4,792,195,000 


(All flavres based on 1948 Soles 
mont Survey of EMective Buy- 
ing Income, issved June 15, 1948) 
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salesmanship, backed by advertis- 
ing, is the way to do the job that 
we must do.” 

“We cannot have every other 
store on the street selling bonds, 
as the tobacco people do cigarets, 
so we have to supplement this dis- 
tribution channel with volunteer 
workers who go to the individual 
and say, ‘Here are the bonds you 
have been reading about,’ and 
make the people understand what 
these bonds will mean to them. 
We need these sales people.” 

Treasury Secretary Snyder de- 
clared that savings bond advertis- 
ing, “as the greatest user of the 
various mass media of communi- 
cation in telling its own vital and 
dramatic story, is an excellent 
demonstration of the soundness 
and effectiveness of the work of 
our national advertisers.” 


es Arno H. Johnson, vice-presi- 
dent and director of media and re- 
search, J. Walter Thompson Co., 
New York, predicted that the na- 
tion’s real disposable personal 
income will reach a level next 
year 50% or more above 1940. 
Disposable personal income after 
taxes in 1949 is likely to reach a 
$200 billion level, compared with 
$75.7 billion in 1940. Inflation in 
prices has dissipated $86.4 billion 
of this new income, he said, leav- 
ing a gain of $37.9 billion “in ad- 
ditional real purchasing power.” 
Surplus income of individuals 
available for discretionary spen‘- 
ing or saving in 1949 will be about 
four times the highest prewar 
levels, Mr. Johnson said, amount- 
ing to $103 billion, compared with 
only $26.5 billion in 1940. 
Statistics on saving and dissav- 
ing have been “badly misinter- 
preted recently,” the JWT execu- 
tive warned, pointing out that the 
actual current level of savings of 
about $12 billion annually is three 
times as large as in 1940 and ’29 


Howlett Heads Container 


Henry J. Howlett has resigned 
as secretary of the American Man- 
agement Association after 13 years 
to become president of Contain”! 
Laboratories, Inc., New Yor<, 
packaging and packing engineeri' 2 
consultant. He succeeds the la e 
E. A. Throckmorton. Mr. Howle't 
will continue as a member of t)¢ 
planning council of AMA’s pac! 
aging division. 


Detrex Appoints Howard 


G. M. Howard, formerly pre: - 
dent of the Howard Engineeri: ¢ 
& Mfg. Co., Cincinnati, has becn 
appointed sales manager of tle 
food processing equipment divisi« n 
of Detrex Corp., Detroit. 


Duncan Joins Y&R 


James E. Duncan, formerly | 
the cooperative advertising depar - 
ment of Packard Motor Car Cu., 
Detroit, has joined the media de- 
partment of Young & Rubica., 
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City College 
Opens Big Push 
for Ad Course 


New YorK—The impression that 
all colleges have more student ap- 
plications, for advertising and oth- 
er courses, than they can fill, was 
dissipated the other day when Tom 
Buck, flanked by four instructors, 
arrived at AA’s office with a sales 
presentation. 

Mr. Buck is director of the ad- 
vertising unit of the College of the 
City of New York. With Dr. Robert 
A. Love, director of the college’s 
evening extension division, he is 
carrying to business executives— 
aided by blown-up photographs 
and charts—the story of its inten- 
sive business training program. 

At 23rd St. and Lexington Ave., 
Mr. Buck explains, 101l-year-old 
City College operates “the largest 
business school in the world,” with 
17,000 students. But in the Mid- 
town Center at 430 W. 50th St., it 
has launched the advertising unit 
where in 450 hours it endeavors to 
give young men and women— 
90% of them already employed in 
advertising—the broad and practi- 
cal basis to enable them to rise 
faster in this field. 


s Starting with only 13 students 
two years ago, the unit now has 
125 enrolled in its continuing pro- 
pram. Already 250 are assured for 
the new term which begins Oct. 6 
and Mr. Buck and his associates 
have set their sights for 400. 

He emphasizes that “there’s no 
limit to the number of students we 
can handle. As enrollment grows 
we can take over other public 
schools.” The unit now has a facul- 
ty of 48, of whom only eight are 
full-time instructors. The others 
ere people who make their daily 
living from advertising and mer- 
chandising. Among them are Irving 
Taubkin, promotion manager, New 
York Times: Lawrence W. Merahn, 
promotion director, New York Sun; 
H. Ford Perine, merchandising di- 
rector of Life; Henry Obermeyer, 
advertising director, Consolidated 
Edison Company; Jack Denove, as- 
sistant to the president, Batten, 
Barton, Durstine & Osborn; James 
Morgenthal, account executive of 
Grey Advertising Agency; Murray 
Krieger, superintendent of Russeks 
svecialty stores; Joe Russakoff, 
Vanguard Advertising Agency. 

By next month Mr. Buck expects 
the faculty to expand to 60. Regu- 
lar instructors also are aided by 
visiting specialists. 

“The purpose of our sales cam- 
paign,” he said, “is to attract more 
students who are active in adver- 
tising.” The program runs five days 
a week for 15 weeks for day stu- 
dents and three evenings a week 
for 30 weeks for evening students. 
Graduates get no degree but a 
“certificate of achievement.” 


® The presentation emphasizes that 
students today are more mature 
than prewar. Also, the return after 
the war to free production and 
free competition has created the 
need for “new sales vigor, new ad- 
vertising ideas, new business train- 
ing.” The program is based on the 
dual premise that “education is of 
doubtful value if it cannot be used 
after graduation, and that educa- 
tion must keep pace with the ever- 
changing needs of industry as 
well as the student.” The program 
“teaches, not courses, but the in- 
dividual student.” 

The presentation then shows that 
during the war the Army Air 
Corps required 360 hours to “take 
a man from a grocery store and 
make him a four-engine bomber 
pilot.” Speaking from war avia- 
tion experience, Mr. Buck says 
t.at this was equally divided be- 
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tween “controlled experience and 
academic training’: 60 hours each 
in primary, basic and advanced 
training, and a total of 180 hours 
in navigation, meteorology, engine 
repair, etc. 

City College devotes 25% more 
hours to “creating” a well-rounded 
advertising practitioner than the 
Air Force to making a bomber pi- 
lot. Also, “450 hours equals from 
one year to two and one-half years 
of regular campus activity.” 

The program was designed un- 
der the direction of Dr. Love and 
supervised by Harry A. Cohen, 
working with advertising execu- 
tives in the particular fields. It 
covers marketing, media, copy, 
production, layout and advertising 
procedures. After taking all these 
subjects the student may take 
courses to prepare him for special- 


izing in any of these areas: sales 


ble costs in other institutions range 
from $1.20 to $1.40 an instruction 
hour.” 


Joseph G. Lehman has been ap- 
pointed vice-president in charge 
of general sales of Nalley’s, Inc., 
Tacoma, Wash., manufacturer and 
distributor of food _ specialities 
throughout the Pacific slope. Mr. 
Lehman, with the company for 
the past 20 years, was formerly 
division manager in Spokane, 
where he is succeeded by F. S. 


Polley Joins Wagenseil 


Maury Baker has been named 
advertising, promotion and public- 
ity manager of KGO, ABC’s owned 


created by the resignation of Rob- 


promotion, copy writing, preduc-| ‘Thomas A. Polley, formerly with | rt, F. Laws, now western tele- 

tion, or advertising management.| Howard Swink Adeortaban eonmn vision advertising manager of 
The “promoters” emphasize price} cy, Marion, O., has joined Hugo Philco Corp. 

as well as value. Total cost of the| Wagenseil & Associates, Dayton, | 

450-hour program is $386. This,| to handle industrial accounts. > 

Tom Buck says, is “approximately SIGHS OF LONG LIFE 

82¢ an instruction hour. Compara- KGO Names Maury Baker FOR QUANTITY BUYERS 
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NBC Applying 
NAB Standards 
to Radio, Video 


Sun VaL.ey, Ipa.—Standards for 
television are incorporated in the 
revised code of practices which the 
National Broadcasting Co. pre- 
sented to its affiliates at their con- 
vention here last week. 

The same commercial time limi- 
tations as those set down in the 
National Association of Broad- 
casters code, and in some instance 
more stringent ones, are set by 
NBC for radio and television 
broadcasts. 

Twenty-minute programs (tak- 
ing 2%-minute commercials be- 
fore 6 p.m. and two-minute, 40- 
second commercials after) and 40- 
minute programs (five minute be- 
fore 6 p.m., 3% minutes after) 
have been added to the listing, 
because some telecasts are of these 
lengths. 

Ken R. Dyke, vice-president in 
charge of programs and continuity 
acceptance for the network, said 
NBC’s owned and operated tele- 
vision stations have been operating 
within the code for the last few 
months. 

“We don’t yet know the full 
commercial impact of video,” he 
said, “but we are convinced that 
its standards must be kept high 
from the beginning. Affiliates, as 
they are added, will be urged to 
abide by the code.” 


= Like the NAB code, the new 
“working manual” requires that 
brand names identification and 
description of prizes on giveaways 
must be subtracted from the spon- 
sor’s allotted commercial time, 
“a factor which we hope will 
police giveaways back in line 
where they should be,” Mr. 
Dyke asserted. 

NEC also attempts to draw a fine 
distinction between a commercial, 
a gag and a gag commercial, as 
follows: 

“Where the ‘lead-in’ to the direct 
commercial reference is completely 
entertainment and would stand by 
itself, even if the commercial copy 
were removed, the ‘lead-in’ is not 
counted as commercial time. Where 
a comedy gag used as an introduc- 
tion does not complete itself and 
is pointless without the ensuing 
commercial, it is counted as °7n- 
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mercial copy.” 

Mr. Dyke, discussing the code at 
a press conference in New York, 
attributed the relative harmony 
between the network and _ its 
comedians, which made headlines 
with their “fading” controversy 
last year, to a “more sensible and 
sound interpretation of our pol- 
icy” and to the fact that adver- 
tisers, agencies and artists know 
NBC will no longer cover a cen- 
sored script with dead air but 
with this 30-second message: 

“The National Broadcasting Co. 
regrets the necessity of interrupt- 
ing this program in order to delete 
material which in its opinion 
would be objectionable to listeners 
in many American homes.” 


Offers Clipping Service 


Harbor Industries, Guilford, 
Conn., has announced a service 
which furnishes clippings of ads 
in general and women’s magazines 
for the period 1865 to 1915. Rates 
are $1.50 per clipping for ads 
before 1900 and $1 each for 1900 
and later. 


Ribbonwriter Appoints 
Advertising Associates 


Ribbonwriter Corp. of Amer- 
ica, Dania, Fla., has named Ad- 
vertising Associates, Inc., Miami, 
to handle the advertising and pub- 
lic relations of Rib-N-Rite, an 
attachment which is designed to 
fit any typewriter and produce 
multiple copies of all types of 
business forms and _ correspon- 
dence without the use of carbon 
paper. Magazines, starting in 
November, trade publications and 
newspapers will be used. 

The account was formerly 
handled by August Burghard, 
> Fort Lauderdale (AA, July 
5). 


Plugs Heatless Hair-Dryer 


Bonni Co., West Chester, Pa., 
will launch a campaign this fall 
for the Bonni heatless hair-dryer. 
National consumer and trade pub- 
lications, point-of-sale and co- 
operative newspaper advertising 
will feature its dryness indicator, 


Tele-Ready. Lawrence I. Ever- 
ling, Inc., Philadelphia, is the 
agency. 
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Market Research 
Council Endorses 
AMA Research Code 


New YorK—The Market Re- 
search Council, meeting here Sept. 
17, became the first group formally 
to endorse a proposed code of re- 
search practices, initiated by the 
New York chapter of American 
Marketing Association. 

The MRC commended the group 
of researchers who drew up the 
code; endorsed the code itself and 
its suggested standards of report- 
ing, and urged use of the code 
on any organizations which could 
adopt it. 

The proposed code was devel- 
oped by a committee composed of 
Robert Williams of the Elmo Roper 
organization; Archibald M. Cross- 
ley; Alfred Politz; Frank R. Cou- 
tant of Fact-Finders; Arthur 
Dougall of Stewart, Dougall & As- 
sociates, and Percival White, 
Market Research Co. of America. 

The council also passed a reso- 
lution endorsing cooperation with 


the National Better Business Bw - 
eau’s program to stop the use { 
“survey” methods in door-to-do: r 
selling. President of the council s 
Elmo Wilson of International Pul - 
lic Opinion Research. 


Coty Begins Sponsoring 
WQXR's Jacques Fray 


Coty, Inc., New York, will spon - 
sor the Monday broadcast  c/ 
Jacques Fray, the classical dis: 
jockey, starting Sept. 27. Hi; 
program is heard twice weekly « 
7:30 p.m., EST, over WQXR, th: 
New York Times station. 

The Coty program—the perfum: 
and cosmetic company’s first radi» 
sponsorship in 12 years—will be 
exclusively French music. J. I 
Tarcher & Co., New York, is the 
agency. 


Maps Newspaper Drive 


Englander Co., Chicago, manu- 
facturer of sleeping equipment, 
will use full-page, four-color 
rotogravure ads in 30 metropol- 
itan dailies starting Sept. 26 to 
supplement its national magazine 
advertising program. Leo Burnett 
Co., Chicago, is the agency. 
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Irvin Graham, formerly copy 


When an advertising man finds a 
gold mine of RESPONSE, he doesn’t 
always shout it-from the housetops 


HERE is a certain advertiser, in a certain industry, 

who is famous for his thoroughness. He takes 
nothing for granted. Tests everything. Copy. Illus- 
trations. Media. He even tests his tests. 

Needless to say, this man’s methods are carefully 
watched. In a highly competitive field, you keep an 
eye on the other runners, particularly the pace-setter. 

Now it happened that this advertiser added 
Holiday to his schedule. A routine test. A few 
months later he whispered the results. Holiday was 
producing returns at a lower cost than any other 


asked about the response to his ad in Holiday, 
the president of the company told the world that 
Holiday did as well as or better than magazines with 
circulations in the millions. Or there are the reports 
from two shoe makers. The first one announced 
that “Holiday response exceeded the combined re- 
sponse of the other two publications.” The second 
boasted that his dealers had never had so much 
direct response. 

The key word in all reports is the same—response. 
Holiday has something that a lot of nice people 
crave. They read it, they enjoy it, they save it and 
clip it. They respond! 

The size and quality of this year-round response 
is the most dramatic fact in the publishing and ad- 
vertising business today. More than 800 calculating 
advertisers are taking advantage of it. Are you? 


and account executive of Roberts 
& Reimers Advertising Agency, has 
joined the advertising division of 
City College School of Business and 
Civic Administration, New York, 
as full-time day session instructor 
this term. 


magazine ever tested, monthly or weekly. 


We asked him if we might quote him. He turned 
us down flat. Said he, ““Does Macy’s tell Gimbels?” 


Fortunately for us, most advertisers don’t have to 
be so cautious. A New York dress manufacturer pro- 
claimed publicly, ‘““The direct consumer response was 1. Holiday families are alert, intelligent . . . eager 
far beyond my greatest expectation. From all over for new experiences. 
the country women wanted to know where they could 
buy the dress ‘as seen in Holiday’!’”’ And a shirt 
maker is on record as saying that “Holiday is the 
most effective medium we have ever used.” 4. Readers prize their copies, read and reread them 
Nor was a Midwest food company bashful. When for pleasure and reference. 


Holiday’s more than 800,000 families are 
America’s most responsive new market. 
Read this list of seven contributing factors: 


cs is at rl aN ure. 
eet wale WP at went 
xe . 


Holiday families are community leaders. 


3. Holiday is read by all the family . . . equally 
interesting to men and women. as Cas 

at your fingertips . . . 

200 sheets of color! 

COLOR-AID 


} a % em, 5. People read Holiday in a relaxed, responsive ° Background Papers 
| holiday mood. . TAME 
La. 6. Readers look to Holiday’s advertising pages for takes pene semper culagecel, 
ideas . . . find there a wide variety of products and e pmag— pap ry a 
services. 


' Order this 
7. Holiday is “America’s Most Beautiful Maga- COLOR-AID Only 
‘ zine.” A Curtis Publication. e Swatch Book $3.75 


Contains 3 x 5” swatches of all 200 coordinated 
colors in swivel bound, acetate covered book. 

@ Each swatch is marked with number to enable 
you to order the full 18x24” size sheet. A valu- 
able tool for all color users. 


@ COLOR-AID Studio Assortment 
200 full size 18x24” Color- 
Aid sheets (one of each 
color) and Color-Aid Swatch 


today is exclusive with o era 


OLIDAY el 


The most responsive new market 


An adbesive coated frisket 
, ii 


no rubber cement. . . no 
waiting. 

Desk Roll: 24” x 5 yds.......$ 3.00 

Jumbo Roll: 24” x 20 yds... 10.00 


————— 
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Baraur Brown ¢ sro. inc. 


67 West 44th St. New York 18, N. Y. 
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Basing Point Rule 
May Hurt Magazines 


Cuicaco—National advertising 
and selling will end and maga- 
zines will be obliged to publish 
regional issues unless Congress 
re-legalizes delivered pricing 
methods, George P. Lamb, Kit- 
telle & Lamb, New York and 
Washington law firm, believes. 

“The rising tide of enforced 
f.o.b. mill pricing will so decen- 
tralize and Balkanize American 
industry that national advertising 
and national publications as we 
know them will disappear from 
the economic scene,” he declared. 

Mr. Lamb spoke on a panel 
with his partner, Sumner S. 
Kittelle, at an advertising con- 
ference sponsored by the Wire 
Rope Institute and attended by 
about 20 advertising managers 
and agency representatives 

Mr. Lamb urged executives in 
industry, advertising and publica- 
tions to embark on a concentrated 
public opinion drive. He said 
that the public has had difficulty 
in understanding delivered pric- 
ing, largely because the FTC has 
been tying it in with monopoly 
and price-fixing. 


s “Re-legalization of delivered 
pricing would not detract in any 
way from the basic principles of 
the Sherman Act or legalize 
price-fixing and other agreements 
in restraint of trade,” he said. 

Mr. Kittelle outlined what he 
termed “FTC’s 25-year crusade 
against delivered pricing’ and 
said that the apparent ultimate 
aim of FTC is replacement of 
America’s large industrial and 
manufacturing plants by many 
small independent plants through- 
out the country. 


Four Name Townsend Agency 

Townsend Advertising Agency, 
Burlington, Vt., has been named 
to direct the advertising of North- 
field Mills, Inc., Northfield, Vt., 
maker of blankets and woolens; 
Cross Bros. Co., Northfield, creator 
of granite memorials; Stowe Cen- 
ter, Stowe, Vt., new winter sports 
recreation center, and Vermont 
Village Workshop, Stowe, repro- 
ductions of early American furni- 
ture. Magazines, newspapers, trade 
publications and direct mail will 
be used. 


‘True Story’ Boosts Price 

Effective with the February, 
1949, issue, Macfadden Publica- 
tions, New York, will increase the 
pre of True Story from 15¢ to 
0¢. 


‘Cue’ to Media Promotion 

Media Promotion Organization, 
New York, has been appointed 
advertising and circulation pro- 
motion counsel for Cue. 


We mix a lot of 
good horse sense in 
our offset inks 


FINE OFFSET PRINTING 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 9957 


Gillet Names Levesque 


Wilfred A. Levesque, formerly 
general sales manager of Sterling 
Point Frozen Foods, New York, 
has been named sales manager of 
Martin Gillet & Co., Baltimore, 
producer of House of Lords line 
of food products. 


Bruninga Adds Duties 


Arthur Bruninga has been ap- 
pointed sales promotion manager 
in addition to his duties as adver- 
tising manager of Midwest Mfg. 
Co., Galesburg, IIl., maker of 
Kitchen Kraft steel kitchens. 


Herculean to Gunn-Mears 


Herculean Appliance Corp., 
New York, has named Gunn- 
Mears Advertising Agency, New 
York,’ to direct its advertising. 
Newspapers, magazines, trade pub- 
lications and direct mail will be 
used. 


Crook Appoints Kittrell 


David Kittrell Jr., formerly ad- 
vertising director of Ayres Comp- 
ton Associates, Dallas, public re- 
lations firm, has been appointed 
director of research and media of 
Crook Advertising Agency, Dallas. 


Advertising Age, September 27, 19:8 


Gillette to Sponsor Games 


Gillette Safety Razor Co., Bos- 
ton, through Maxon, Inc., New 
York, will sponsor the World 
Series and All-Star game again 
this year over Mutual. The ad- 
vertiser also will carry telecasts 
of the events, stations or network 
to be decided upon later. 


Fawcett Names Smithson 


John Smithson has been named 
eastern advertising manager of 
Fawcett Men’s Unit, consisting of 
Startling Detective and True Po- 
lice Cases. 


Parkhill Launches Campaign 


Parkhill Bedding Ltd., Win ji- 
peg, has launched a campaign ip 
western Canadian newspapers : nd 


a selected list of farm publications 


featuring Flex-o-lator constriic- 
tion in Parkhill innerspring m :t- 


tresses and upholstered furniture]! 


Stewart-Lovick & MacPhers: n, 
Winnipeg, is the agency. 


Beatrice Promotes Karnes 


William G. Karnes, vice-pre j- 
dent, has been named executi ‘« 


vice-president of Beatrice Foo is}i 


Co., Chicago. 


quickly. 


action. 


ae 


BREADTH of EDITORIAL... a 
covering a wide range of sub- 
jects vital to men responsible 
for plant operations. 


PERTINENCY of CONTENT... 


everything pertains strictly 
to plant operating problems. 


TIMELINESS of CONTENT . . . 


everything is geared to NOW 
... to TODAY... not to vague 
futures or musty history. 


BREVITY in WRITING ... 


“long-windedness"’ is ‘edited 
out"’...so busy men can read 


ADEQUACY of INFORMATION 


- +. every article gives all the 


essential information a man 


requires to determine further 
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Sales Managers Elect Falk 


Leslie A. Falk, sales manager of 
the Wisconsin Ice & Coal Co., has 
seen elected president of the Mil- 
waukee Sales Managers’ Associa- 
ion. He succeeds Math T. Lauer of 
McKesson & Robbins, who resigned 
oecause of ill health. Mr. Falk has 
been succeeded as vice-president 
by James E. Dornoff, Pate Oil Co. 


Hobbs Joins Rumrill 

Russell C. Hobbs has joined 
Charles L. Rumrill & Co., Roches- 
ter, N. Y., agency, as manager of 
its new retail advertising depart- 
ment. 


Seagram Leaves 
Institute to Form 
Own PR Division 


New YorK—After a dozen years 
with the Institute of Public Re- 
lations, Seagram Distillers Corp. 
plans to form its own public re- 
lations unit, AA was told. 

Benjamin N. Lesk, with the 
institute for 11 years in direct 
charge of the Seagram work, is 
now temporarily with lLennen 
& Mitchell, New York, which 


handles Calvert and Carstairs ad- 
vertising. Harry M. Bulow, who 
worked with him for four years, 
has joined Warwick & Legler, 
New York, on Seagram division 
publicity. 

Seagram is reported seeking a 
leading business executive at a 
salary of $50,000 or more to be- 
come director of the new public 
relations division. Present execu- 
tives, including Mr. Lesk and Mr. 
Bulow, would serve with him. 

Seagram was a “nest egg” ac- 
count when the late Bernard J. 
Lichtenberg formed IPR in 1936. 


John W. Darr, IPR president, said 
that loss of this account will not 
affect its operations. Without 
naming them, he said that IPR 
has added four accounts in the 
last 60 days. 

Meanwhile, Seagram executives 
are reported to be increasingly 
dissatisfied with the public re- 
lations progress of Licensed Bev- 
erage Industries, the over-all 
liquor and wine association headed 
by Rear Admiral (ret.) F. E. M. 
Whiting, which began its first 
sustained advertising campaign 
with a $180,000 budget in Life and 
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so busy men can read. 


A “DIFFERENT” EDITORIAL FORMULA... 
| HIGHER INTENSITY OF READER INTEREST 


The astonishingly high Reader Action of these “different” 
magazines puzzles many advertising men. It is a new 
experience. They try to “pigeon-hole” these magazines with 
others. But they aren’t “just like” any others... 
though they are “like” many. 
For example ... they are “like” TIME or BUSINESS 
WEEK in that every article is Staff Written... every 
article is brief, terse . . . “long-windedness”’ is “edited 
ee 
. and they are “like” standard-type industrial 
* magazines in editorial content . . . except that they deal 
only with processing subjects... extraneous subjects 
‘aren't carried ... and, being brief, many more 
idea-articles are carried in every issue. 
\s the formula on the opposite page expresses, this 
different” editorial combines the five characteristics of 
(1) Breadth (2) Pertinency (3) Timeliness 


a 
Say y a 
y 3 (4) Brevity (5) Adequacy... 
Boa ... Which build a high intensity of reader interest which 
mY must express itself in high Reader Action. 
‘ Where there is high reader interest... there you will 


find Reader Action. 
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NEW YORK 17 
12 East 41st St. 
Murray Hill 4-7917 
Kenneth S. Kaull 
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Charles J. Stillman 


Main 0412 


816 W. Fifth St 


Harris N. Pickett 


Vermont 6-3244 
Frank E. Landry 


Cc. H. Thomas Charles H. Oestmann 
CLEVELAND 15 DETROIT 19 ROCHESTER 12 
812 Hippodrome Bldg 18482 Coyle 169 Montclair Dr. 


Charlotte 3315-W 
James W. Connell 


West Coast... Bob Wettstein 


LOS ANGELES 13 


Tucker 2779 


SAN FRANCISCO 8 
240 Stockton St. 
Yukon 6-2522 


PORTLAND 13 
3325 NE Maywood 
Garfield 1903 


737 NORTH MICHIGAN AVE., CHICAGO 11, WHitehall 5977 


c. B. Carter 


DALLAS 1 
1000 Main St. 
Riverside 5625 
Edward M. Buck 


SEATTLE 1 
709 Seaboard Bidg. 
Seneca 6765 


business papers this summer 
through Fuller & Smith & Ross. 
Seagram, however, is expected to 
continue support at least until the 
end of LBI’s fiscal year, next 
April. 30. 

Schenley Distillers also is said 
to be becoming restive about LBI. 


Bothwell Transfers Dahlman 


William R. Dahlman, Boyle-Mid- 
way account executive of W. Earl 
Bothwell, Inc., has been trans- 
ferred from Pittsburgh to the agen- 
cy’s New York office. Jane H. 
Trautman has returned to the Pitts- 
burgh office of Bothwell as head of 
special services, following a year’s 
leave of absence. 


Kingston Watch to Freed 

Kingston Watch Co., New York, 
has named Edwin Freed Adver- 
tising, New York, to handle its 
trade, consumer and direct ad- 
vertising. 


Atherton Agency Moves 


Atherton & Co., Los Angeles 
agency, has opened new offices at 
8455 Melrose PI. 


HIGH READERSHIP 


epee 0) 


“HMM -IT SAYS SENATOR BLOWHORN 
I$ SPEAKING IN WASHINGTON TODAY” 


The shoe ad rating highest in 
the much-discussed new Wis- 
consin Hometown Dailies read- 
ership survey pictured a wom- 
an standing on her head. Point 
of the (Gold Cross) ad was: 
“It’s wise to examine the label 
on the sole.” 


Gold Cross scored 66 percent 
readership by women, better 
than the average front-page 
news story.in most newspapers. 


The average 500-1000 line ad 
in the Hometown Dailies was 
seen by 55 percent of all wom- 
en readers. That’s what we 
mean by HIGH HOMETOWN 
READERSHIP, more than off- 
setting the apparent milline 
rate advantage of larger circu- 
lation newspapers. 


All 
Business 4 
Is Local 


READERSHIP... 
The Third Dimension 
of the Milline Rate 


212 Fourth St., Racine, Wisconsin 
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EVERYBODY GETS THIRSTY! 


That’s what keeps this billion 
dollar industry flourishing in good 
times or bad! To sell the soft 
drink bottlers of America, use 
National Bottlers’ Gazette. It’s 
been the industry’s number one 
salesman since 1882 .. . first in 
A.B.C. paid circulation, first in 
advertising volume, first in edi- 
torial coverage. Keller Publishing 
Company, 80 Broad Street, New 
York 4, N. Y. Detroit: Penobscot 
Building. Pacific Coast: 714 West 
Olmpic Blvd., Los Angeles. 


Houston Installs 
FM Radio in Buses 


Houston—The Houston Transit 
Co. announced last week that 200 
of its 600 buses will be equipped 
with FM radios by mid-October 
and the remainder by Jan. 1. 

The receivers are being obtained 
from Transit Radio, Inc., Cin- 
cinnati, originator of transit 
broadcasting. Station KPRC-FM, 
owned by the Houston Post, will 
install the equipment and provide 
program service. 

Houston thus becomes the third 
big city to use transit radio, which 
is used in buses throughout Cin- 
cinnati and in 20 vehicles as a test 
in St. Louis. Carl Frazer, president 
of Houston Transit Co., said that 
a survey showed that 97.6% of 
2,440 Houston riders questioned 
asked for transit radio perman- 
ently. 


TAFT NAMED TRANSIT 
RADIO PRESIDENT 
CINCINNATI—Hulbert Taft, vice- 
president of Stations WKRC and 
WCTS here, has been elected 


.. versatile 


936 N. mecmean AVENUE « MOHAWK 2055 + CHICAGO 11 


president of Transit Radio, Inc. 

Other new officers are Richard 
C. Crisler, executive vice-presi- 
dent and treasurer; C. L. Thomas, 
general manager of Station KXOK 
and KXOK-FM, St. Louis, and 
William O’Neal, president of Sta- 
tion WJW, Cleveland, vice-presi- 
dents; John Tytus, secretary; and 
Janet Huber, assistant treasurer. 

Mr. Thomas, Mr. Taft and Mr. 
O’Neal also were elected directors. 
Other new directors: Ben Strouse, 
general manager of Station 
WWDC, Washington; Henry Walk- 
er Jr. of Curtiss Radiocasting Co., 
Evansville, Ind.; Jack Harris, 
general manager of Station KPRC, 
Houston; and Tom O’Neal, vice- 
president of the Yankee network, 
Boston. 


COLUMBIA USES BUSES 

CINCINNATI—Columbia Pictures 
has become the first motion pic- 
ture company to use FM on tran- 
sit lines. It has signed with WCTS 
here to have its movies promoted 
via broadcasts to 400 FM-equip- 
ped buses here. 


‘Chemical Engineering’ 
Gives Shell Award 

The Shell Development Co., New 
York, research and development 
affiliate of Shell Oil Co. and Shell 
Chemical Corp., will receive this 
year’s award for chemical engi- 
neering achievement sponsored by 
Chemical Engineering, New York, 
a McGraw-Hill publication. 

The award is made in recogni- 
tion of Shell’s successful synthesis 
of glycerine for the first time on a 
commercial scale. Presentation of 
the award wilil be made at the Wal- 
dorf-Astoria Hotel, New York, on 
Nov. 10 following the annual meet- 
ing of the American Institute of 
Chemical Engineers. 


Unique Art Names Grant 

Unique Art Mfg. Co., Newark, 
N.J., toy maker, has appointed 
Grant Advertising, New York, to 
handle its advertising. 


~WSIX holds volume 


break to hold 


each drug dollar. 
$21,172,000* was spent for drugs last year. 
And leading drug manufacturers have used 


OMPETITION is keen in the drug field with 
many products trying to get a share of 


In WSIX's 60 BMB counties 


WSIX for four, five and six years without a 


volume in this rich trade area. 


There's room for your products. So let WSIX 
help you do a volume job! 


*projected from Sales Management May, 1948 


5000 W 


ABC AFFILIATE + 
and WSIX-FM 


* 71,000 W - 
National Representative: THE KATZ AGENCY, INC. 


* 980 KC 


97.5 MC 
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WSIX gives you all three: MARKET, COVERAGE, ECONOMY 
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AavOPKESS introduces wow exchesive 


ai in-| Pack ¥ 


Rarer 


= Aavor-Kist 2%. 


THEY’RE CRISP!—That’s the promise made in this introductory newspaper copy for 
the cellophane-protected crackers produced by Schulze & Burch Biscuit Co. and 
now offered in the Chicago market, through Gordon Best Co. 


4-in-] Packs 
for Crackers 
Bow in Chicago 


Cuicaco—Following highly suc- 
cessful test marketing, Schulze & 
Burch Biscuit Co. has launched an 
extensive campaign here for its 
Flavor-Kist saltines in a new 4- 
in-] pack. 

Each pound carton of the crack- 
ers contains four moisture-proof 
cellophane packs, and the com- 
pany tells buyers “it’s the greatest 
advance in crackers since the 
passing of the cracker barrel!” 
The new packaging method is ex- 
clusive with Flavor-Kist, requir- 
ing special machinery which com- 
petitors reportedly cannot dupli- 
cate for months to come. Schulze 
& Burch, confident it has a good 
thing in the field, has ordered 
additional machines. 

The cellophane - protected 
crackers are being introduced in 
the Chicago market via 600 to 
1,350-line advertisements to run 
during the next three months in 
the Chicago Herald-American, 
Daily News and Tribune, and by 
participation in two Paul Gibson 
shows on WBBM daily, “Sunrise 
Salute” and “Housewives’ Pro- 
tective League.” Retailers, includ- 
ing both chain stores and indepen- 


i” tveay rouNs 


‘Sey gostd tye we lien, doggy sate creche Ge Pivor Kiet cones cmily coaches 
the euthd procera oy Ow nevetonomesy 610 | Pack You oper eect Momese Prod 
Cediragtnnme packcr owty © worded Iv) ther gemmmeet kde arr te rake MOE he pam, 
caf chee oncheas bareet! Serves pou meer, coe pol newer ere way ¢ Blas or Kam chery 
nly rap fe ee heat swactiee! Lowe oe te wed bem at pune grocee y sodey inetd ce Flew 


dents, are cooperating with huge 
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displays and will promote the 
product in cooperative newspaper 
copy. 

The 4-in-1 pack made its bow 
in St. Louis in midwinter, and 
later moved into St. Joseph, Mich., 
Detroit and a number of Wiscon- 
sin markets. Distribution and a 
campaigns will follow the Chicago 
drive in the company’s other mar 
keting territories in Wisconsin, 
Illinois, Iowa, Michigan, Indiana, 
Minnesota, Nebraska, Kansas and 
Kentucky. 

Gordon Best Co. handles the 
Schulze & Burch account. 


Mayglothing to ‘Barron’s’ 
Ernest Mayglothing, formerly 
vice-president of Albert Frank- 
Guenther Law, New York, ha 
joined Barron’s National Business 
& Financial Weekly, New York, a 
financial advertising manager. 


Appoints Ferwerda-Boone 


The Newman Press, Westmin- 
ster, Md., publisher of religious 
text books and books of current in- 
terest, has appointed Ferwerda- 
Boone, Inc., New York, to hand! 
its advertising. 


Appoints Diamond 


Handmacher-VogelCo., New Yor 
has appointed Zan Diamond Co 
New York, to handle its advertis 
ing. 


WATR Moves Studios 


Station WATR, Waterbury, 
Conn., has moved into new off ces 
and studios at 440 Meadow 31. 
Waterbury. 


— 


with 
INTERLOX 
MAILERS 


Carton Specialties, Inc. 
34 Hubest St. 
New York 13, N. Y. 
Phone: WA 5-3265 
Department A 


MAILING PROBLEMS? 


—books, catalogues, brochures, broadsides— 
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FCC Apparently 
Ready to Widen 
Video Band 


(Continued from Page 1) 


until a community has more than 
one station. Several felt commu- 
nities should receive no less than 
three signals each, and that met- 
ropolitan areas should have a 
choice of five to ten signals. 

While FCC appears inclined to 
permit continued use of the exist- 
ing 12 channels, in view of invest- 
ment of many millions by 
broadcasters, and an _ estimated 
$288,000,000 by the general pub- 
lic, the current deliberations may 
also lead to a long-range switch- 
over plan for television, just as 
FM was switched from a lower 
to a higher band. 


ws During the hearing Wednesday, 
Mr. Coy pointed out that frequen- 
cies are too scarce to permit three 
systems of  television—“down- 
stairs” monochrome; “upstairs” 
monochrome, and color. He added 
that the same applies to oral 
broadcasting, implying that the 
broadcasters may soon have to 
make a choice between the AM 
and FM band for their long-range 
future. 

One plan, presented by Thomas 
T. Goldsmith Jr., director of re- 
search for DuMont, proposed to 
minimize the impact of the tele- 
vision changes on the industry by 
confirming the present low band 
channels to about 40 major mar- 
kets, and using the high band 
channels for the remainder of 
the country. 

While this plan would mean 
that existing equipment would be 
fully adequate in most areas 
where television is now operating, 
FCC members questioned whether 
it was economically sound. 

“With the largest cities content 
to use low band receivers, how can 
we be sure there will be incent- 
ive to produce high band sets, or 
to build stations in the less popu- 
lated areas?,’”’ he was asked. 


es Elmer W. Engstrom, vice-presi- 
dent in charge of research for 
RCA Laboratories, felt the sale 
of dual band sets could be assured 
by intermixing high and low 
band channels for the major mar- 
kets. Both Mr. Engstrom and Mr. 
Goldsmith agreed that high band 
“adopters” could be added to ex- 
isting sets, Mr. Goldsmith estima- 
ting the manufacturing cost of 
such adopters at about $30. 

When postwar television got 
under way on the limited VHF 
band three years ago, FCC warned 
that eventually it would have 
to go “upstairs” in order to pro- 
vide nationwide competitive ser- 
vice. 

Since January, the medium has 
been in an almost unbelievable 
boom. Virtually all of the 400 
Stations possible under existing 
allocations have been spoken for. 
By midyear 38 stations were on 
the air; 78 under construction, 
and 285 in the “pending” stage. 


# Set production has gone from 
30,000 a month at the end of 1947 
to 65,000 a month at midyear, 
with more than 50 manufacturers 
in production. 

Having permitted television to 
get under way with an inade- 
quate area for growth, FCC is 
anxious to avoid a repetition of 
the present crisis once it is time 
to go to color. 

If a large section of the “up- 
stairs” band goes for monochrome 
at this time, some time in the 
future FCC might have to reclaim 
these frequencies, or find a new 


place for color in the almost un- 
known regions of the micro- 
waves, or forget the color. 

Chairman Coy hopes that the 
UHF area now in reserve can be 
allocated for eventual use by color, 
and perhaps immediate use for 
monochrome. 


s He points out that this solution 
might induce more broadcasters 
into the UHF band (where equip- 
ment and operation is more costly, 
and the future less certain), be- 
cause the pioneers utilizing the 
UHF frequencies would have a 
prior claim on them once they are 
converted to color. 

One of the most interesting 
proposals last week came from 
Dr. Kenneth A. Norton, radio ex- 
pert for the National Bureau of 
Standards. He suggested that FCC 
reserve the existing 12 low-band 
channels for a stratovision service 
which would provide three com- 
plete nationwide programs in 


monochrome. He would save the 
UHF band for local color stations. 

While many large cities would 
not have their own monochrome 
stations, he said, the lack of a 
local outlet might not be of much 
importance since the stratovision 
system would provide national 
coverage. 


Mission Pak Names Nelson 
Donald M. Nelson, wartime head 
of the War Production Board and 
former president of the Society of 
Independent Motion Picture Pro- 
ducers, has been appointed execu- 
tive vice-president of Mission Pak 
Co., Los Angeles. He will supervise 
all sales activities for the company. 


Two Appoint Ad Fried 


Ad Fried Advertising Agency, 
Oakland, Cal., has been appointed 
to handle the advertising of Venus 
Beauty stylists, Berkeley, and Mc- 
Daniel’s Sales Co., Oakland, in- 
dustrial refrigeration. 


Kelly to Rapids-Standard 


Crosby M. Kelly has been named 
director of advertising and sales 
promotion of Rapids-Standard Co., 
Grand Rapids, Mich., manufacturer 
of material handling equipment in 
the gravity and power belt con- 
veyor field. He was formerly with 
Ford Motor Co. for seven years, 
most recently as general manager 
of the “World Premiere” introduc- 
tion of the 1949 Ford product line 
at the Waldorf-Astoria Hotel. 


Davidson Appoints Seck 

Joseph G. Seck, formerly in the 
manufacturing division of McKes- 
son & Robbins, has been appointed 
assistant to the general manager of 
Davidson Rubber Co., Boston, in 
which capacity he will serve as 
sales promotion manager. 


Close Moves L. A. Office 

George D. Close, Inc., will move 
its Los Angeles office to the Flam 
building, 2978 Wilshire Blvd. on 
Oct. 1. 
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Compare it. See the purer, clearer, brighter Hammermill Bond white 
that adds new sparkle and snap to your copy and correspondence. 


Cpa ee 


Why do our letters and 
copy look so much better 
lately, Miss Grey? 


) 4 


The reason is improved 
Hammermill Bond...typing 
is so much clearer and 


sharper on this paper! 


ote 


Send for this FREE sample book 


Contains samples of improved Hammermill Bond in its wide range of 
- and the purer, clearer white. Also matching envelopes. 


pleasing colors. . 


FS DRS in Me AEE Ss LATE loa ON ee 
PRB LOR RAD 


Feel the new sturdiness .. 


Hammermill Paper Company, 1459 East Lake Road, Erie, Pa. 


Please send me— FREE — the sample book showing improved 
Hammermill Bond, and include sample packet of letter-size sheets. 


Name 


. the quality that lends impres- 
siveness to your letters and keeps file copies fresh for years. 


ee sie ee 


P sition__ 


(Please attach to, or write on, your business letterhead) 
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IF YOU USE CAR CARDS 
Send for FREE Sample 


“CARDISPLAY” 


UNIQUE POINT-OF-SALE | 
sti CAR-CARD HOLDER au 


CARDISPLAY CO. 
1004 MARQUETTE AVE. MINNEAPOLIS, MINN 


Germaclean Names Ellis 


Germaclean, Inc., Buffalo, manu- 
facturer of a new dry cleaning 
solution that kills bacteria and 
eliminates odors, has named Ellis 
Advertising Co., Buffalo, to handle 
its advertising. Newspapers, maga- 
zines and trade publications will 
be used. 


GREAT INDUSTRIES wm 
- Growing. GREENSBORO MARKET 


J. E. Millis 
President 


ADAMS-MILLIS 
CORPORATION 


One of the World's largest manu- 
facturers of quality seamless and 
full fashioned hose . . 
Milllis of High Point operates eight 
plants with more than 2,200 em- 
ployees. Since 1904, this corpora- 


Adams- 


tion has been a leader in the rapid- 


ly 


expanding industrial - Piedmont 


section ... the heart of ‘the 12 
County ABC Growing Greensboro 


Market with more than one-fifth of 
the State's Total Retail Sales* and 


* 1948 Sales 
Management Figures 


more than 64°/, News-Record family 
coverage. 


NEWS and RECORD 


y GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelly, Inc. 


Sterling Sees 
$15,000,000 Bag 
for Premium Ads 


(Continued from Page 1) 
1938, which was the peak prewar 
year for self-liquidating premiums. 


= “For the advertiser the self- 
liquidating premium is punch that 
can be controlled and for the ad- 
vertising medium it is evidence of 
vitality,” Mr. Sterling said. He 
pointed out that one of the largest 
users of advertising “with-cash” 
premiums has quadrupled its ex- 
penditure in that class in the last 
ten years, and another has multi- 
plied its “liquidator” advertising 
by six since 1938. 

He also noted the change in self- 
liquidating premiums as to cost. 
“Ten years ago there was rarely a 
premium offered for more than 
25¢,” he said. “Now, there is rarely 
one offered for less than 25¢. Of 
course, the cost of premiums has 
gone up, but that does not begin 
to explain the change. In the first 
place, the juvenile field was once 
the objective of the self-liquidator. 
Now, it is the adult field—and 
largely the housewife. As com- 
pared to baubles ten years ago, 
useful articles are now offered.” 


# Another change Mr. Sterling 
pointed out is the new approach 
toward the higher I. Q. groups and 
the more thrifty. “For example,” he 
said, “among women’s magazines, 
Ladies’ Home Journal carries the 
largest dollar volume of the ad- 
vertising of self-liquidating pre- 
miums. In the weekly field, it is 
Life. Among the Sunday news- 
paper magazines it is This Week. 
Ten years ago, because ‘offers’ 
sought juveniles, the comics car- 
ried the major share of such ad- 
vertising.” 

Commenting on the advertised 
contest, which he called “the big 
brother of the self-liquidator,” Mr. 
Sterling estimated that in the first 
half of 1948 there was offered to 
the public “for free” on the air, by 
networks and independent stations, 
a total of $2,750,000 in cash and 
merchandise at consumer prices. 

“That is a fantastic situation that 
cannot last,” he said. “Already 
steps are being taken by the 
networks to prevent broadcasters 
from requiring ‘listening’ as a pre- 
requisite of being eligible for a 
prize. If contests tend to lose favor 
as sales punch, perhaps premiums 
will gain still further in the ad- 
vertisers’ budgets.” 


s J. O. Peckham, exeeutive vice- 
president of the A. C. Nielsen Co., 
suggested the following code for all 
premium users to follow: 

(1) Do not apply premiums to 
a product unless the product is 
really good. 

(2) Premium promotions rarely 
stop a declining sales curve. 

(3) Sales gains produced on old, 
well-established items are usually 
temporary. 

(4) Some of the sales gains 
produced by premiums on a new 
product are frequently fairly long- 
lasting, if the product is top qual- 
ity at the price. 

(5) Successive and frequent pre- 
mium offers on the same product 
generally produce smaller and 
smaller sales results. 

(6) Results of premium promo- 
tions vary widely depending not 
only on the premium itself but 
also on the kind and amount of 
advertising that accompanies the 
promotion, quality, price and dis- 
tribution of the product being pro- 
moted. 

“An advertising agency is vitally 
interested in a client’s sales and if 
a premium will increase sales they 


SSNS 
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knocked my hat off!” 


SERVICE THEME—This is one ‘of the ads 

Southeastern Ford Dealers are using to 

maintain interest in the ‘49 Ford, and at 

the same time to increase their service 

business. J. Walter Thompson Co. is the 
agency. 


are for it,’ Robert F. Degan, ac- 
count executive at Ted Bates, Inc., 
New York, told the session. 

Mr. Degan said it might be smart 
if a self-liquidating premium could 
be produced at a price to enable 
the manufacturer of the product to 
make a little profit on the pre- 
mium, to be put back into con- 
sumer advertising. 

“I see a great future for pre- 
miums,” he said. “I believe there 
is a golden opportunity to sell 
premiums via television. You can 
show the premium on the screen 
and describe it.” 

Howard R. LeRoy, president of 
LeRoy, Inc., Union City, N. J., 
manufacturer of advertising spe- 
cialties, said that the advertising 
specialty business has enjoyed a 
40% increase in volume during 
both 1946 and 1947. 


Furniture Admen Form 
Branded Furniture Ass‘n 


The Branded Furniture Associa- 
tion has been formed by the adver- 
tising representatives of furniture 
manufacturers, including Drexel 
Furniture Co., Heywood-Wakefield 
Co., Kroehler Mfg. Co., Mengel Co.., 
and Consider H. Willet, Inc., and 
associate members Marschalk & 
Pratt Co. and John Falkner Arndt 
& Co. 

The association plans to bring to- 
gether the advertising, merchan- 
dising and public relations think- 
ing of the furniture industry. 
Manufacturing companies produc- 
ing branded furniture are invited 
to join. Invitations to associate 
memberships are being extended 
to advertising agencies retained by 
members of the new association. 
Headquarters of the group is at 
Drexel Furniture Co., Drexel, N. C. 


Canadian Breweries 
Appoints Four 


Canadian Breweries Ltd., Tor- 
onto, has appointed I. R. Dowie, 
who is vice-president in charge of 
sales, as vice-president of Brewing 
Corp. of America, Cleveland. He 
will continue to hold his vice-pres- 
idency with Canadian Breweries. 
Charles O. Dalton, sales manager 
of Carling Breweries Ltd., Water- 
loo, Ont., has been named director 
of sales of Canadian Breweries. 

T. E. Arkell, divisional sales 
manager of Canadian Breweries in 
northern Ontario, has been ap- 
pointed to succeed Mr. Dalton as 
sales manager of Carling. Frank 
A. Devine will succeed Mr. Arkell. 


Business Papers Are 
Vital to ‘Economy’ 
Drive, Wilson Says 


New YorkK—‘“Business execu- 
tives generally are relying more 
and more on the business press for 
the information they need,’ 
Charles E. Wilson, president o/ 
General Electric Co., emphasized 
at a press conference sponsored b) 
the Advertising Council here las: 
week. 

Speaking as chairman of the 
council’s industries advisory com- 
mittee, Mr. Wilson cited specific- 
ally the need for business paper 
cooperation in the joint campaign 
of the council, the ANA and Four 
A’s on the American economic 
system, advertising for which gets 
under way in November. 

He pointed out that “our own 
little company is spending a con- 
siderable amount of money on this 
theme in papers in 127 towns 
where we operate.” A recent G-E 
ad on “What Is Communism?” lit- 
erally “swamped us with response,” 
Mr. Wilson said, bringing some 
requests for reprints from individ- 
uals and other companies, and let- 
ters seeking reprint permission. 


The conference was held in con- 
junction with a meeting of the 
council’s business paper advisory 
committee, of which Edwin F. 
Thayer, publisher of Tide, is 
chairman. 

Since its organization this sum- 
mer, Mr. Thayer said, the com- 
mittee has issued several mailings 
to business papers throughout the 
country, including copies of the 
last annual report of the council 
and a card for requesting mats of 
the council campaigns. 

This committee has obtained 
business paper member lists from 
both the Audit Bureau of Circu- 
lations and the Controlled Circu- 
lation Audit. An exhibit of business 
papers’ use of such material is 
being planned. Committee mem- 
bers and other business paper rep- 
resentatives present were asked to 
indicate, among 14 current council 
campaigns, those “of greatest sig- 
nificance to your readers.” This 
ballot will be sent to other papers 

The publications will be asked 
to run at least one ad on what the 
council is and does; to sell space 
to their advertisers on council 
campaigns, and to send tearsheets 
of them to the council. 


Centennial to Repeat 
Double-Your-Win Contest 


Centennial Flouring Mills Co., 
Seattle, will repeat its copyrighted 
“double-your-win contest,” which 
was introduced last spring for Cen- 
tennial pancake and waffle flour 
(AA, May 3). The pattern of the 
new contest will follow closely 
that of the original one, in which 
contestants doubled their prizes by 
having their grocers sign their 
entries, thereby enlisting the sup- 
port of grocers for the promotion 

The letter-writing contest wil! 
be promoted on the daily Ann 
Sterling radio show over KJR, 
Seattle; KHQ, Spokane; KP, 


Wenatchee, and KIT, Yakima. In 
addition, two-color and black-ani- 
white ads will be used in Was!:- 
ington newspapers. The Seattle o'- 
fice of Honig-Cooper Co. 


is the 


agency. 


53-59 E. 


Genuine photographs manu! :© 
tured in quantity at litle 
more than letterpress i? 
any size... get full 
particulars from 


2¢, Or, 


Mlinois Street. Chicago 11, — 
Phone WHitehall 23930 
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Television Pays Off 
in Sales Dollars, 
CBS’ Ream Asserts 


CINCINNATI—Television—admit- 
tedly an expensive medium—pro- 
vides about the cheapest cost per 
person for product demonstration. 

Joseph H. Ream, executive vice- 
president of CBS, made the state- 
ment in an address before the Ad- 
vertisers Club here. 

“It has been estimated that the 
cost of demonstrating an automo- 
bile to 1,000 prospects is $5,000— 
$5 a demonstration. Demonstration 
of a home appliance in a house-to- 
house canvass can sometimes be 
done for as little as 50¢ per dem- 
onstration. Demonstration of a 
kitchen product by a girl in a 
store will sometimes cost no more 
than 10¢ per person. Yet, today on 
television the demonstration of a 
product can be projected into the 
home before the eyes of the fam- 
ily group at a cost of only 2%¢,” 
he said. 

Mr. Ream explained that this 
cost was calculated on the basis of 
an average evening program over 
WCBS-TV, New York, and would 
be considerably reduced if the 
show were telecast to other video 
cities. 

“We are now selling television 
advertising on the basis that it is a 
desirable buy right now for the ad- 
vertiser,” he said. 

“The test of any advertising and 
sales campaign is not cost per thou- 
sand of circulation, impressions 
per dollar, or even sponsor identi- 
fication. Instead it is dollars of 
sales per dollar of advertising and 
sales expense. On this basis, tele- 
vision already won its spurs in 
spite of the fact that the circula- 
tion figures are now only a small 
fraction of what they will be 
shortly.” 


Ads Plug Silver Polish 


J. Goddard & Sons of Leicester, 
England, through James Fisher 
Co., Toronto, has launched a cam- 
paign in women’s magazines and 
home decorating publications, 
French and English, for Goddard’s 
silver polish. A series of 75-line 
ads, each bearing the heading 
“Gives more time for other things,” 
is being used. The campaign 
will run throughout the fall and 
Winter months, featuring a new 
label for Goddard’s liquid polish. 


Name Sawade to Sales Post 


_ Carl A. Sawade, vice-president 
in charge of sales of the Dunkirk 
Radiator Corp., has been eppoint- 
ed eastern district sales supervisor 
of both the Dunkirk firm and the 
Utica Radiator Corp. An office will 
be established in the vicinity of 
New York City. 


Peter Fox Pushes New Brew 


Peter Fox Brewing Co., Chicago, 
reports a heavy increase in sales 
since introducing a new brew in 
the midwestern market under the 
Fox De Luxe brand name last 
spring. The “new” Fox De Luxe 
vas introduced in color pages in 
shicago newspapers in August and 
‘S now being pushed in black and 


REPORTS ON TELEVISION—Joseph H. Ream, executive vice-president of Columbia 

Broadcasting System (center), told Cincinnati admen about “advertising’s greatest 

sales tool” at the first fall meeting of the Advertisers’ Club of Cincinnati. The dis- 

cussion, here, includes Milton “Chick” Allison, sales manager, WLT (left), and Herman 
Fast, general manager of WKRC. 


white, chiefly full pages, in select- 
ed markets throughout the Mid- 
west. H. W. Kastor & Sons Adver- 
tising Co., Chicago, is the agency. 


Parker Pen Plans 
Two-Part, $650,000 
Christmas Gift Push 


JANESVILLE, W1s.—Parker Pen Co. 
will seek to duplicate its successful 
two-pronged 1947 Christmas ad- 
vertising drive this year with a 
$650,000 two-part promotion of its 
pens, desk sets and ink. 

Scheduled to open with copy in 
the Oct. 6 Saturday Evening Post, 
insertions will appear in The Amer- 
ican Weekly, Collier’s, Esquire, 
Fortune, Life, Look, Newsweek, 
The New Yorker, Redbook, This 
Week Magazine and Time, and 
roto sections and Sunday maga- 
zines of 15 dailies. 

The first of the two promotions 
will extend through October and 
early November and feature Park- 
er products as Christmas gifts, to 
hit the early shoppers. 

The second campaign, in the lat- 
ter part of November and Decem- 
ber, also will push the Christmas 


gift idea. It will employ a compre- 
hensive dealer promotion portfolio 
with counter and window cards, 
dealer ads, radio spot material and 
window streamers. 

J. Walter Thompson Co., Chi- 
cago, is the agency. 


S&D Opens Two Offices 

Sharp & Dohme, Philadelphia, 
has opened new subsidiaries in 
Cuba and the Philippine Islands. 
The Philippine office is located in 
the Pilot’s building, Manila, with 
Albert R. Denmark as manager, 
and the Cuba office is at 859 17th 
St., Havana, with William C. 
Knapp in charge. The new sub- 
sidiaries will serve as distribution 
centers for finished products man- 
ufactured by S&D. 


Heads Powers Promotion 

Mrs. Miriam Gibson French has 
been named director of promotion 
and publicity for the John Roberts 
Powers Products Co., New York, 
which will launch its new cos- 
metics line soon. She resigned as 
promotion director of Charm 
magazine last April. 


No Prize Fish 
with 42% missing! 


No prize sales cam- 
paign to sports 
equipment retailers if 
it overlooks the 42% 
of SPORTS AGE Paid 
A.B.C. Retailer sub- 
scribers who, accord- 
ing to survey, receive 
no other sports trade 
magazine. 
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GEYER PUBLICATIONS — Est. 1877 
Publishers of GEYER’S TOPICS, OFFICE MAN- 
AGEMENT AND EQUIPMENT, THE GIFT AND 
ART BUYER, SPORTS AGE and Trade Directories. 
260 FIFTH AVENUE NEW YORK 1, N.Y. 


now to get a better return 


on your investments 


: from a wire? 


Ave 


Certainly! It takes » live wire to find 
markets, design the product, specify 
materials, organize production, sell the 
finished goods at a profit. Without good 
management to direct all these ope: ations 
capably, there would be no jobs worthy 
of the name. 


Where does 


a job 


from a storm? 


ie 


Yes indeed! Every job had its beginning 
in somebody's brain storm in a sudden, 


Absolutely! No company can operate 
without a backlag of working dollars, 
with which to build factories, buy materi- 
als and equipment, pay wages. Every job 
in modern industry represents an in- 
vestment of at least $1,500... in some 
industries, as much as $40,000! 


. 
. 
the people themselves. From millions of investors . 
*. 
. 


that investors are able, and willing, to put their dollars to work. 


New York Stock EXCHANGE 


BUSINESS MEN ARE GRATEFUL to the New York Stock Exchange 
for its series of ads explaining the essential role of American enterprise 
in furthering a good life for all Americans. And in telling this vital 
story the Stock Exchange gets a better return on its advertising invest- 
ment by using Reilly pLasticrypes. For tear sheets prove that these 
finer, lighter ad plates mean cleaner, more uniform reproduction— 
even in a long list of newspapers, where a variety of production con- 


ditions exist. 


We have more than six years of experience in making plastic plates— 
and hr:ndreds of leading advertisers have learned by their experience 
that )..gh-fidelity pLasticrypes are unmatched in the industry, Get 


the {..cts yourself —just mail the coupon. 


PLASTICTYPE 
THE HIGH FIDELITY PLASTIC PLATES _fameaaatiae 


REILLY 


Reilly Plastictypes 


REILLY ELECTROTYPE COMPANY 
305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 
CHICAGO * DETROIT - INDIANAPOLIS - SAN FRANCISCO - LOS ANGELES 
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the truth. Tear-sh 
ear-sheets tell 


TEAR-SHEETS 


tell the truth 


Sor Tects Gell Mie HEL Nt-shests | Tearsaneets Te! 


tell the truth. Tear-sheets tell the/tell the truth 


truth. Tear-she 
tell the 
Tea 


eets tell 
ata Reilly Electrotype Company 
ell th 305 East 45th Street 

uth, New York 17, N. Y. 


Name 


Mail me a sample Plastictype, and 
tear-sheets. 


CO Have a representative call to give 
me full details. 


Company 


Address 


heets tell the 
he truth. Tear-~ 
sega tell the 
ell the truth. Tear-sh 


net eRe Pe cet ee eke oa ee ae Tea Be Se ap SENAY CARON 04 : 


Tes 


a ae ol al . ? is Themes. 3 Sewer rat = ys yop Se ee os ee pd Beis (eT ee a ve ee rm u “eae er si git, . ae 5's Bieta : ‘ al Pi rena i eaae ve 2 m ie . : : Z P aE > 
= i 3 ~“ “ed 
194, | Advertising Age, September 27, 1948 Pee 
_ ae ee ees :,. ia | | 
. ya , se fasoes , Ki, 2 Pen iosliiee er ee ie ee % > | fay) 2 
~ - in : Sig vet ’ DS ed 7 - | eee 
-XECU - » - 4 . P mF 2 
: — aN “4 ee , ‘ F j geil 
mor - ee ay - vf - 
>ss os * mt Me, ’ Bes : es 3 eg $ x ie ee Woes <page a 
- SO \ a eee 2 ae ee f eae 
— , eae < eee. ae <2 eae eee ‘ ey. ee 
nt o! ; >, | \ OGG Re 33 Bee es yet » & ea } ee 
. cae " « oe ra . y) ee be es oF - = 
asizecd . SS a Sgt See yg one” ie 3 aa = % ae 
b >» ¥! a ag , ¢ a res =F q > ; 
* 2 z: Fine eS 4 ae y ei” Wie 
a i € A jn age 7 E % beg n : : on (oe 
1 es. A aa es seared f owe ot eae h ; oes 
el ad Gis Se. ee . 
Ca a ; we - ; vee ee ll 
; 0 a ee Wis, iy . if gee ae 
: : : : ie r ’ . a ae ae 
| . ; coe 
a a | | | 
ee oa ORR NNER Lae 
ee 
| . 
7 err eee eerereeeerpeeeeereeeeeereenereeeeeerrr reer eweeeeaneeee ef ‘ ‘a 
; ; .  —.-pinnepieithepneenocsid nada * “ neue : 
° ° . » , ‘ in 
: ° . Ewe” PES & seey ee. * \ _ 
. ° ae 3 . 2 See Ay | i 
| : T : a... hn ae mn 
| | ° Jy ° . . 5 7 pad ad bo tae ap : EY Ere ws om as BY > 4 5, ee i 
. . . Vile Py lia ipl “ « i 
: ao 8 ) : Hon es He) ae a 
| | : ° i > ; % oe Mh % mare, * ; 5 hs fe ot ta) ; Seg * om 
| 4 rt ° . . d \. A gt ‘ 7% ee ofa ae wee wf i é : ‘ B32 
| . Je ° : ; oe “oe i a oe a. ' le Pe, wo” . . 
| : Im wt ——_—_ : We eed oo. ee COLAO alle 
hs . »-taking idea for a new product, a . uC toe et peatteety m . . i 
: . finer service, a better method. But the . RES Se es eee a? -. . A , 
- Ps . pe pw ae jobs come from . } + Soe open « ~ h, le 
° actual making and distributing of ° : teteve: Se eS ee 7S : 
| : 7 \@ come from? : tate | Sa eee Pees 
4 ff 4 ° : fp —nihd -) ¢, ME Fi ‘ ’ > oh 
; . » Siege begat ar aoe. ety ee. G ie ae’ og 
| saa . es OE " ee y a Dyas a . . 4 he 
Ps ; ® be : . gee és ‘ 7 2 ong 
. = * : Ne 1. aR 
@ eee eeee eee ee ee ee at 4 CAE RGEr Liss y Be laa) 
| es : from a log? Byler tes tence) | 
. ’ 7 ix on 
° . os oe ‘ ; - ; ror: 
| : = oz ( Be wail 
; ‘ oa? 28 . s , J eas ee 
| ° : = M s ome ; e 
: . : Raeas $07 eee OY eh oo ae 
. ° . Ae Vt OSes bp > SY aay & Ort a yi are) ee ee 
ase ae eee Seg eer re te 
| = : : bade axa aidan Meghe 4 Py 3 ‘ 4s ot Ae sha a 
. ° e Fates. oes _¢@ £ ee 
wh aa 
° Where do these ' oe A wrentees, He oily me Iu ko abindig at hte , 2: 
° they come from ; : Pcok VP Sa ae sere’ Ca GP awe orey ee a 
epee st Rl cece wing Oe ae a eater a 
6060008 Doe fo = Reel eae aes ro <n eS cated C ; iy 
why the New York Stock Exchange believes it imperative that Gr ; Oi ice kl O Gauak) Rie oe Oa nz Z ace 
people have an incentie to save and invest. That's why our gov- WE tind <o8< . PUP ag week. CaS OW aR oO at a a 
ernment's policies particularly its tax policies——must be so shaped —T es b | ita “& wee Gil ria: ET A Ne | rs cite > 
oe ae " ory -t - “2 ers ay - 4 , " oe ee 
: pe ine *) , - nS ' . ” é x va Sales “ 
ll it ie esl 
| truth. Tear-sheets tell the truth, Tear- ee 
; sheets tell the truth. T oe ae 
le Pt 
| fel the uty” a 
t; h Tegr- ae a 
kL ia 
[ id 
Gee ae 
he t = 
ey O : 
ll a 
uth, ie 
ee _-. 
anu! ic e ; 
t litle ga | 
ess in ruth, me oe 
heets oo 
ct fl | ie pie rut <a 
_ ear-sh rr ae 
ie the t ae 2 
ruth. Tear-s Kits 
Dept. A.A. So? 
ste a. 
j ’ trutl 
| teres ar-sheets tell the truth. Tear- |truth. Tear-sh 25 Sie 
eets tell the truth. Tear-sheets tell|sheets tell the . 
| Bho truth  Taar-cheete tall the trnth Ithe tenth il ape 
fs i BE Be Bsa a ae oe as eee {Cee eee : ee AM le =a ; uae 
‘ ; at = ame Se a PET MN PE Pe os RE ae ne a Se ok aly 


A 


58 


Kennedy Appointed A. M. 


Are You 


WESTERN PACKING NEWS SERVICE 
(Est. 1939) covers production and distri- 
bution of Calif., Ore., Wash., packers of 
canned, dried, frozen and specialty foods. 
Subscription $5 yearly. Sample on request 
Publishers: $.0. McFadden News Bureau 

Front St., San Francisco 11, Calif. 
Also Publish West. Trucking News Serv. 


Howard A. Kennedy, forme:ly 


James D. Woolf Talks ... 


an associate account executive of 
Fuller & Smith & Ross, has been 
appointed advertising manager of 
consumer products of Bryant Heat- 
er Co., Cleveland. He succeeds 
Fred O. Habegger, who is now 


sales manager of Bryant-Williams 


Co., Pittsburgh. 


Salesense in Advertising 


Registered 


James D. Woolf, famed copywriter and 
retired vice-president of J. Walter 
Thompson Company, is writing this 
monthly series of discussions on tested 
ideas and basic advertising principles. 
While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 


Advertising Age, September 27, 19.48 


average weekly ; 
“industriel wage well 
ahead of Massachusetts 


Of the several industrial cities in 
Massachusetts, Worcester has led 
month after month in average 
weekly industrial wages — conclu- 
sive proof of greater buying 
power in this major market. Cash 
in on this active and lucrative 


% 


‘ 


buying power with the medium 
which blankets the entire area — 
the Worcester Telegram-Gazette 
— daily circulation in excess of 


140,000 and over 100,000 on 


Sunday. 


Source:—Mass. Dept. of Labor & Industries 


The TELEGRAM -GAZETTE 


_ WORCESTER, MASSACHUSETTS» 
is GEORGE F BOOTH Publishen- 


MOLONEY, REGAN & SCHMITT. INC. NATIONAL REPRESENTATIVES 


OWNERS of RADIO STATION WTAG 


find 


Occasionally, in your advertis- 
ing, try doing the “handsome 
thing.” 

I believe in aggressive, hard- 
hitting, selling copy. I believe in 
being vigorously competitive, 
provided you play fair and 
scrupulously avoid knocking your 
rivals. Highly competitive free 
enterprise is the American way. 

But it isn’t always smart to try 
to make every ad pay off on the 
barrel-head. Immediate sales is 
one of your objectives, but not 
the only one. 

Equally important, over the 
long haul, is that of establishing 
yourself as a high-minded, mag- 
nanimous, civic-minded business 
man genuinely interested in the 
welfare of your customers and 
your community. 


ws A lumber company in Alamo- 
gordo, N.M., recently ran a full- 
page ad in the state magazine 
that exemplifies what I’m driving 
at. 

The ad is illustrated with a 
picture of farm land ruined by 
erosion due to lack of trees. The 
display headline: “TREES WON’T 
LET THIS HAPPEN TO YOUR 
LAND.” The copy: “Trees pro- 
tect your whole farm. Costly 
erosion can’t eat away your good 
soil if trees are standing guard. 
Clear-cutting your woods is an 
invitation to disaster. For infor- 
mation on how good harvesting 
can give you greater cash crops 
from your woods, and protect 
your land, too, see your county 
agent, or your local forester. 
Grow more trees.” 

That’s all. The copy says noth- 
ing about the lumber company 
and how wonderful it is. It doesn’t 
ask the farmer to come in and 
talk about it, and maybe buy 
something, but says “see your 
county agent, or your local for- 
ester.” 


sw In another place I have written 
this: I have no patience whatever 
with at least 85% of the adver- 
tising that is appearing in our 
national publications. It is spec- 
tacularly devoid of information. 
Note, for example, current auto- 
mobile copy. It is as barren of 
facts as the Sahara is of water 
lilies. It never gives the reader 
even an approximate idea of the 
car’s price class. 

I contend that the failure of 
advertisers to state at least ap- 
proximate prices is a disservice to 
the public. 

They do not stand alone in this 
irritating practice. More’ than 
anything else, consumers today 
want price information, but few 
advertisers are willing to oblige. 

Failure to do so, I repeat, is a 
DISSERVICE. 


a A great deal of advertising is 
as deficient in service as it is in 
information. People are interested 
in vital ways of doing things, and 
I believe that “HOW” is one of 
the greatest words in the adver- 
tising business. Does your copy 
tell your readers how to do some- 
thing—how to be smarter, hap- 
pier, richer, healthier—how to 


live one’s life in better, cheaper, 


instruction and entertainment in 
the discussions and sidelights on adver- 
tising successes. 


easier, quicker ways? 

Another wonderful way to be 
helpful is never to oversell. The 
dealer in whom his community 
has utter confidence is rendering 
a service. Has it ever occurred to 
you, in this connection, that un- 
derselling is effective as an 
action-getter? 

Once a business associate of 
mine, the late S. Roland Hall, had 
occasion to sell his Scranton 
home. Times were none too good, 
nobody knew what was ahead, 
and money was so tight that there 
was practically no home-building 
activity. Hall placed the sale of 
the house with a large and reput- 
able real-estate firm, but after a 
month of effort results were nil. 


= To most people, buying a 
house is like buying a pig in a 
poke. The average layman, forced 
to rely pretty much on the hones- 
ty of the seller, can be fooled 
easily enough. 

So Hall wrote an ad for him- 
self. He did the handsome thing 
with a piece of copy that was 
honesty in the extreme. “I hope 
you will like this house,” he 
wrote, “and I really think you 
will. But maybe not. There are 
likely some things you won’t care 
for. My wife thinks the kitchen is 
too small, there is a spare attic 
bedroom we have never been able 
to heat satisfactorily, and after a 
hard rain the cellar is damp for a 
week.” Then he went on to praise 
enthusiastically the good things 
about the house. “So you see,” his 
copy concluded, “it’s a beautiful 
home and it’s sturdily built, and 
I honestly believe my price makes 
it a fine investment. But I do want 
you to know its faults, just to 
make sure you won’t be dissatis- 
fied.” 

As I recall it, Hall’s ad produced 
more than two hundred prospec- 
tive buyers, and the sale was 
quickly made. The previous ads, 
written by the real-estate agents, 
oversold so patently that they 
produced not a flicker of interest. 

The generous gesture paid off. 


ws The other day I asked my prin- 
ter to bid on a booklet. After 
looking it over, he said this to me: 

“I don’t believe I am equipped 
to give you top-quality results on 
this job. I can do it, and maybe 
what I do will satisfy you, but I 
feel I must honestly tell you that 
you can get a better result from 


I gave the job to his competitor, 
but I gave him my lasting loys!- 
ty. He did me a service I shal 
never forget. Here was a generous Re! 
gesture that paid off. 


New Coupon Offer 
Sparks Intensive 
Heinz Soup Drive 


PITTsBuRGH—H. J. Heinz Co. has voted 
launched the most intensive soup 
promotion campaign in its history, 
featuring a coupon offer and en- 
listing magazines, outdoor posters, 
direct mail, store display materia] 
and business paper advertising. 

Heinz figures that a total of 56.- 
000,000 special offer coupons wil! 
be carried in the series of ads 
scheduled in The American Week-} 
ly, Parade and This Week Maga- 
zine. The coupons offer one tin of 
cream of tomato with the purchase 
of any two tins of Heinz soup. 

In addition, participating gro- 
cers and the company will cooper- 
ate in mailing millions of colorful 
dodgers carrying the same offer. 
The entire mailing, including im- 
printing of the grocer’s name, will 
be handled by Heinz. Heinz will 
foot the cost of the soup sale, with 
grocers receiving normal profits on 
the product. 

Heinz 24-sheet and three-sheet 
posters will carry the soup promo- 
tion this month in 989 markets, 
while general coverage boards will 
display the company’s keystone 
design along with the Heinz soup 
kitchen and invite consumers to 
“Taste the Wonderful Difference.” 

Heinz also is promoting its soup 
varieties with full-color spreads in 
the Sept. 11 and Nov. 6 issues of 
The Saturday Evening Post, the 
first of which is offered in reprints ions ¢ 
for store display. Other material 
available to grocers includes post- 
ers featuring the campaign slogan. 
and the trade is being advised of 
the campaign in a full schedule of 
pages and spreads in business pa- 
pers. Heinz “Soup of the Month” 000 fo: 
messages, with the coupon offer. 
will be mailed directly to thou- 
sands of consumers, and Heinz 
salesmen will distribute special 
courtesy cards to shoppers in the 
stores. 

Ketchum, MacLeod & Grove is 
the agency. 


my competitor down the streei.” B 


Publication Opens Branch 

U. S. News & World Report has 
ovened its first Pacific Coast office }, 
at 111 Sutter St.. San Francisco 
Miller Holland will be in charge wow ond 
of the office, while Frank B. Keogh. PopUG8® 


formerly on the New York and York. 
Chicago staffs, has been named a 
Pacific Coast manager. ‘ 
Joins | 
GF Advances Sugg Edw 
W. Archie Sugg, advertising§dent o 
manager of the Post Cereals divi-§C#89, m 
sion of General Foods Corp., Battle manuf. 
Creek, Mich., has been appointedgV!ce-p! 
general sales manager. new Si 
& Poli 
WHOL Nomes Meeker nh 
Robert Meeker Associates, New won tl 
York. has been named to repre- Busine 
sent WHOL. CBS affiliate in Allen- in 1941 
town-Bethlehem, Pa. The station 
went on the air Sept. 12. . 
_ Fisher 
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Boeing Strikers 
Return to Work 
ter {on Boeing Terms 


e SEATTLE—Striking employes of 
Co. hast He Boeing Airplane Co. have 
¢ ©. hasboted to end their 140-day walk- 
seed M ions and are returning to work as 
s history, apidly as the company can step 
and en-fip production. 
posters,| “workers, members of the Aero- 
material}, autical Machinists Union (affili- 
ising. ated with International Associ- 
il of 55,-Ltion of Machinists, an indepen- 
ent union), returned without a 


When the strike began, the 
ompany had 14,800 hourly em- 
loyes at Seattle and total em- 
loyment here of nearly 19,000. 
hen the strikers, following the 
idance of local and international 
‘leaders, voted to return to work, 
mployment of hourly workers 
ad been built up to 8,214 and 
otal employment was 12,439. The 
ompany offered to take back all 
trikers. It said it would also keep 
ll employes hired during the 
trike. How many former strikers 
ave found permanent work else- 
here is not known, but it was 
xpected that Boeing’s total em- 
loyment soon would reach a new 
stwar high. 

The key issue in the strike was 
seniority “clause” of 10 single- 
paced pages in the old contract, 
hich Boeing contended made ef- 
| icient operation impossible. That 
ost, thelJause is now dead. No negotia- 
reprints tions for a new contract have been 
material tarted yet. 

es post-! The strike was marked by 
| slogan. Ineavy use of advertising by com- 
vised off,any and union throughout the 
edule offpacific Coast. Total advertising 
1€SS Pa-Raxpenditures approximated $150, 


Month"fo00 for the strike (AA, Aug. 23). 
yn offer, 


inz will 
ale, with 
rofits on 


ee-sheet 
) promo- 
markets, 
rds will 
keystone 
inz soup 
mers to 
erence.” 
its soup 
reads in 
ssues of 


t a emington Radio Corp. 
special pets $100,000 Drive 
; in thef Remington Radio Corp., White 
lains, N. Y., will launch the first 
mene te ajor advertising push for Rem- 
. randt FM, AM and television 
ets with magazine copy breaking 
next month. The company will 
-h est television announcements over 
sort has|“BZ-TV, Boston. 
st office |. Approximately $100,000, exclud- 
ancisco. #28 television expenditures and 
charge dealer co-op promotion, has been 
Keogh. budgeted for the fall-winter cam- 
rk and goaign. Rodgers & Brown, New 
nemed York, is the agency. 
Joins Clapp & Poliak 
Edwin J. Heimer, former presi- 
ertising§dent of Barrett-Cravens Co., Chi- 
ls divi-§cago, materials handling equipment 
, Battle§manufacturer, has been named 
pointed vice-president in charge of the 
new San Francisco office of Clapp 
& Poliak, exposition management 
firm. With Barrett-Cravens for 29 
1s. New©2rs, he directed the drive which 
repre-Awon the company the Associated 
> = Business Papers industrial award 
stationg” 1946. 


Fisher Sponsors Newscasts 


A five-times-a-week news pro- 
gram has been launched by Fisher 
Flouring Mills Co., Seattle, over 25 
Pacific Coast ABC stations. The 
broadcast is from 2:25-2:30. p.m., 
Monday through Friday, and will 
vromote all products in the Fischer 
"4 ine. 


/ |K&E Names Wiggins V.P. 


Glenn Wiggins, account execu- 
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GALLUP SPONSOR—Dr. George H. Gallup (left), discusses his new telecast with 
Winthrop H. Smith, managing partner of the brokerage firm, Merrill Lynch, 
Pierce, Fenner & Beane, sponsor of the CBS series. Newell-Emmett Co. is the agency. 


Names Inland Newspaper 


The Chronicle Publishing Co., 
Marion, Ind., publisher of the 
Morning Leader Tyibune, the Eve- 
ning Chronicle and the Sunday 
Chronicle Tribune, has appointed 
Inland Newspaper Representatives, 
Inc., as its national advertising 
representative, effective Oct. 1. 


Names Stanfield Agency 


Harold F. Stanfield Ltd., Van- 
couver, B. C., office, has been 
named to handle the advertising 
of Bingham & Hobbs Equipments 
Co., Vancouver, which specializes 
in servicing the logging, trucking 
and contracting industries in Brit- 
ish Columbia. 


‘Sports Afield’ 
Television Show 
Sold to Edgeworth 


New YorK—Larus & Bro. Co., 
through Warwick & Legler, is 
sponsoring “Sportsman’s Quiz” 
telecast on the full CBS East 
Coast network of five stations. 

The program—heard Friday at 
8-8:05 p.m., EDT— is based on ma- 
terial furnished by the editors of 
Sports Afield, who provide an- 
swers to queries from listeners. 
Don Baker plays the part of edi- 
tor on the show. 

“Sportsman’s Quiz” first went 
on the air April 26 over CBS un- 
der the sponsorship of Sports 
Afield. Larus bought the package 
for Edgeworth pipe tobacco early 
this month. 


Cotanch Joins Young Agency 


Irving C. Cotanch, formerly an 
account executive of Jewell Ad- 
vertising Agency, Oakland, Cal., 
has joined Robert B. Young Ad- 
vertising Agency, San Francisco, 
in the same capacity. 


Walter Names Conner Co. 


Conner Co., San Francisco, has 
been named to handle the adver- 
tising of D. N. & E. Walter Co., 
San Francisco distributor of floor 
coverings, upholstery and related 
materials. Trade publications and 
direct mail will be used. 


Joins Blaine-Thompson 


Sam Kaiser, recently with Kay- 
ton-Spiero on the 20th Century- 
Fox account, has joined Blaine- 
Thompson Co., New York agency, 
to head its motion picture depart- 
ment. 


WOC Appoints Sanders 


Ernie Sanders, formerly an- 
nouncer for Station WHO, Des 
Moines, has been named manager 
of Station WOC, Davenport, lIa., 
succeeding Buryl Lottridge. 


ALMANACS! CALENDARS! 
(Used Daily Throughout the Year) 
PRINT YOUR OWN ADVERTISING MEDIUM 
We mary, com ete copy for U. S. and 
Foreign untries — Astronomical and 

Astrological Data, Weather 
Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Penn Yan, New York 


» and tive of Kenyon & Eckhardt, New 
y, in York, has been appointed vice- 
lor— | resident of the agency. Mr. Wig- 
Zins joined Kenyon & Eckhardt 
>hoto fin 1935. 
Four A’s Elect Westheimer 
Westheimer & Co., St. Louis, has 
TONS Jicen elected to membership in the 
—£T é.merican Association of Advertis- 


ing Agencies. 
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FOLKS, MEET Wilbur- 


Wonderful fellow! Odd looking? Naaah! 


He’s just checking color proofs! 
Dark glasses guarantee a dim view. Hoss 


blinkers block out sidelights and Powers models. 
Ear mufts intercept salestalk and stuff. 
Dandy disguise, too, when clients or account 
men are looking for him. 
Wilbur, you might say, is the Einstein 
of engraving buyers... man with the i 
microscopic eye, and a camera conscience. wn? 
He plasters proofs with comments on 
light distortion, film thickness, emulsion, 
chrome content, dot disparity ... causes hardened 
card-holders to punch out early and snivel over 
double Scotches in some dark saloon. But... 
“Wonderful . . . just wonderful!” 
That’s all Wilbur said last week when he 
saw Intaglio’s color proofs of the new 


gravure ads. 
In fact, that’s all Wilbur said last week! 
No words, from nobody, do we value more. 
Because Wilbur is a very tough customer, 
and his kind word is harder to come by than a 
Graphic Arts Award! 


For A DOZEN YEARS Intaglio has been 
preparing gravure copy for reproduction . . . 
and satisfying tough customers! 

Getting better every year, too! And helping 
gravure printers to do a better job. 

Send us the original art, text proof, pattern, 
schedule of publications and sizes ...and your 
gravure production problems are over! 

Advance proofs are available for approval. 

Positives preserving maximum values... 
modified when necessary to meet mechanical 
requirements of individual publications, assure 
fine reproduction in the whole list. And printers 
know they can rely on Intaglio positives. 


& 


Ge 
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Before publication pre-prints of gravure 
advertisements for dealer distribution and 
merchandising — are available at lower cost, on 
Intaglio’s unique new multiple proving press... 
When gravure art is also used in letterpress, 
we make superior process plates from the 
gravure negatives, save time and expense... 
With day and night operation, both in 
Chicago and New York plants . . . Intaglio gives 
better service. ..and processes more gravure 
copy, editorial and advertising, tull-color and 
monotone ...than any other organization... 
For the best in gravure, come first to... 


Intaglio 
SERVICE CORPORATION 


America’s First Gravure & Letterpress Servicers 
NEW YORK: 305 E. 46th St. *e CHICAGO: 731 Plymouth Cr. « PHILADELPHIA: Land Title Bldg. 


DETROIT: Intaglio-Cadillac Incorporated, 4240 Fourteenth Ave. 
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Uses Gruen Story 
As Mailing Piece 

To the Editor: In your June 21 
issue you carried a report by 
Bénjamin S. Katz entitled “Ad- 


vertising Plays Major Role in 
Gruen Success.” 
With your. permission, we 


should like to reprint the article 
for distribution to advertisers in 
this area. 
Rosert C. WILSON, 
The Tolle Co., San Diego, Cal. 
es s 8 


Why Not Save Cuts? 

To the Editor: What happens to 
the many cuts you make, each 
one-column measure of current 
advertisements? For instance, in 
the August 9 issue, you have 
them on pages 1, 2, 36, 39, 48, 55, 
and 61. 

When the form is broken up 
why not set them aside together 
with date line ard allow them to 
accumulate until there are enough 
for a four or eight-page makeup 
and then rerun them as an insert, 
as you might, and index? 

It is my belief that they form 
an excellent picture of advertising 
of the times and could be useful 
to students of advertising. 
Wouldn’t this be of some value to 
schools and other groups of per- 
sons interested in advertising? 
The date lines would be a guide 


, This department is a reader’s forum. Letters are welcome. 


for anyone with a desire to get 
back at the comment involved. 
This suggestion may not be of 
interest to others. For myself I 
have many of them in a morgue 
that gets thumbed thru frequently 
after the rest of the issue has been 
discarded. 
H. E. ANDERSON, 
Evanston, Il. 
An interesting idea, but we 
doubt that AA cuts would be fit 
to use in a rerun after we get 
through with our initial run. 
=a = &@ 


Thinks Criticism Calls 
for Answer; Gives It 

To the Editor: None of us is so 
all-wise that we cannot learn from 
honest criticism. But the intem- 
perate letter you recently printed 
[AA, Aug. 30] from J. B. Milgram, 
advertising manager of John F. 
Trommer, Inc., Brooklyn, concern- 
ing the style of typesetting used in 
an advertisement for the New 
England Collapsible Tube Co. is so 
unfair that it demands an answer. 

In the first place, do you con- 
sider it quite cricket, under the 
circumstances, to take a block of 
copy that originally ran in eight 
point bold leaded, occupying a 
space about 3%” wide by 2%” 
deep, and reduce it to the pinpoint 
proportions in which it appeared 
in AA, without a word of explana- 


Where else i in the, 


Can the national advertiser reach 


every newspaper reader in a rich 
metropolitan city area of over 
500,000 population for as little 


as 55c per line 


daily and 50c 


per line Sunday? 


The Souter hea 
and Louisville Times 
give their advertisers 
15%-or-better cover- 
age in 70 counties of 
the rich Kentuckiana 
area. 


335,585 DAILY @ 


268,044 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


tion? Surely an illustration of a 
point such as Mr. Milgram is try- 
ing to make is, when it is so badly 
distorted, worse than meaningless 
— it is actually deceptive. I dare- 
say that there isn’t one reader in a 
hundred who wouldn’t get an en- 
tirely different reaction from this 
miniature which has been so rude- 
ly torn from its context, and the 
same copy block as it originally 
appeared in a 7 x 10 ad in which 
there was considerable white 
space. 

And before bandying about such 
names as “some of our ‘ingenious’ 


NEW ENGLAND COLLAPSIBLE TUBE CO 
Lit cabal oe came Cam komma we thn 6 +. pte a A arm rime ap 


fancy boys,” it might be a bit more 
logical to see whether the specific 
example of style at issue was 
characteristic of a campaign or 
was adopted simply because it 
seemed apropos for the particular 
ad, and especially for the individu- 
al layout, in which the element 
was used. 

This agency has had the privi- 
lege of preparing somewhere in 
the neighborhood of a hundred ads 
for New England Collapsible Tube 
Co. over the past 12 years; a quick 
look through the last 20 or 30 we 
have made up shows that this par- 
ticular piece of copy is the only one 
which has not been set in stan- 
dard flush-margined style in all 
that time. Hardly “launching a 
new vogue!” And hardly “new,” in 
any case—variation in typesetting 
is older than any of us. 

It need hardly be said to most 
practitioners in the advertising 
field that an occasional departure 
from traditional forms in the in- 
terest of obtaining a certain effect 
in a particular ad, or even a par- 
ticular serieS¥ is not necessarily 
proof that either the agency or the 
client is going haywire. If it comes 
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down to a matter of taste, we 
would be the last to quarrel with 
Mr. Milgram because he differs 
with us. If it is a matter of fact 
as to the legibility of the copy, we 
will have to say to Mr. Milgram 
that in our considered opinion the 
block in its original condition was 
not hard to read. We even think 
that with this particular layout it 
was a bit more inviting to the eye 
than it would have been had it 
been set square. We would cer- 
tainly hesitate, however, to suggest 
that the gentleman was “insane” 
because he didn’t agree with us. 
The indiscriminate use of rude 
adjectives, too, can be a matter of 
taste. 

But may I be pardoned just one 
rather personal question to Mr. 
Milgram, since he has been so per- 
sonal with us? Since when is the 
advertising manager for a promi- 
nent brewer a buyer (Mr. Mil- 
gram’s word) of collapsible tubes? 
Isn’t that last sentence of his just 
a teensy, weensy bit on the side of 
“Sound and fury, signifying noth- 
ing?” 

RosBert G. Peck JR., 

Account Executive, The Van- 

den Co., Inc., Chicago. 

The “miniature” block of copy 
was a space-saver, reproduced in 
order to give AA readers of Mr. 
Milgram’s letter some idea of the 
typesetting style under discussion. 

= s @ 
Spots License Trouble 

To the Editor: Looking through 
the Sept. 11 issue of Collier’s I 
came across the advertisement for 
the Ace Art Co. of Reading, Mass., 
which caught my attention. In the 
photograph at top is a picture of 
Jim and a girl standing in a 1935 
Buick convertible with a _ 1930 
license plate on it. Either Jim 
bought a car five years before it 
was manufactured or he was driv- 
ing around with a license which 
should have expired five years 
before. 

M. JoHN YOUNT, 

The Yount Advertising Co., 

Erie, Pa. 

s 8 @ 
Formica Booklet Shows 
Correct Trademark Use 

To the Editor: As a publisher, 
you know the problem faced by 
manufacturers whose trade names, 
through widespread and indiscrim- 
inate usage, finally become generic. 

That is how so many refrigera- 
tors came to be identified by the 
public as Frigidaires . . . how so 
many cameras came to be called 
Kodaks . . . so many soft drinks 
called “Cokes.” Still worse is the 
plight of companies who lost ex- 
clusive rights to their own product 
names because they failed to pro- 
tect them properly. 

That’s something we don’t want 


to happen to our client, the Fvr-. 
mica Co. Many people already :e- 
fer to any laminated plastic as 
Formica. 


The booklet we've enclosed is 


one answer to the problem. While 
it has been prepared for our own 
“family” of field representativ es 
and firms who use Formica as a 
component of their products, we 
thought it might also be of interest 
to you. 

For one thing, it may serve as a 
guide for editorial use of our c’j- 
ent’s trade names. For another, 
you may wish to review the book. 
let editorially and pass along our 
offer of copies to anyone interested 
in how this subject is treated. 

THEODORE BRowN, 

President, Perry-Brown, Inc., 

Cincinnati. 


The eight-page booklet, die cut 
into the shape of a safe, explains 
the values of the trademarks and 
tells how they should be handled 
in printed matter. 

es = @ 


Agencyman Asks a Break 
for Smaller Agencies 

To the Editor: How much longer 
are the publishers and publishers 
associations going to continue 
to penalize and break the “smal!” 
agencies? Every month sees the 
establishing of such small agen- 
cies, with excellent talent— 
and several months or a year later 
they are forced to close. Why don’t 
the publishers and their associ- 
ations give the small agency a 
chance? 

I have before me a hand full of 
forms used by one of the pub- 
lishers associations in the metro- 
politan area and used by them to 
procure information from which 
they decide whether or not such 
agency should have “recognition” 
—at their prerogative. 

I operate a small agency my- 
self and I am proud of the repu- 
tation we are building, the pres- 
tige we have earned. Although not 
heavily financed, no publisher has 
ever lost a thin dime on any space 
we have placed. We have a good 
rating with many magazine pub- 
lishers but none in the newspaper 
field. We can’t get newspaper rec- 
ognition because we are not heavi- 
ly enough financed. As a result 
such newspaper advertising as we 
do place has to be placed through 
another agency on a split commis- 
sion. 

While I recognize a need by the 
publishers for such an association 
“recognition” service, it is my 
humble opinion that these associ- 
ations are using antiquated meth- 
ods and _ thinking—are stifling 
“free enterprise.” 

Looking over one of the many 
forms it is necessary for the agen- 
cy to fill out for the association, 
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YOU CAN MAKE *2 DO THE WORK OF $3 | 


The Eagle Magazine with 1,052,000 circulation, is the fastest growing fraternal pub- 
lication in its field, and the following figures taken from Standard Rate and Data 
show that its rates are the lowest: 


EAGLE 


RATES FROM JULY 15, 1947, SRDS 


MAXIMIL MINIMIL 
° ° e ° 3.74 3.56 
e . ° ° ° 5.10 4.84 
Foreign Service . ° ° 4.42 4.12 
, « ° e ° 8.24 7.84 
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7, 1948 
we run acfoss one paragraph so 
he F.r-| worded that Joe Stalin could do 
ady 1e-lno better. We do not believe that 
istic as}any such association should have 
_ the right to audit the books of any 
osed is}agency, and especially not at 
» While ‘their” whim or desire. Anyone 
d mt NI knows, who has owned a business, 
-¥ 7 *SIthat there are many times when 
i @lyou just cannot stop business for 
tress an audit. I do not consider this 
paragraph so worded as to consti- 
tute either sound or good business 
ur cli- practice. These forms or contracts 
nother |¥ere probably prepared by an at- 
. book. torney who does not know the 
ng our first thing about “business” but 
erested does know a lot of Whereas, 
ed. Whereof, Wherefor and Whyfore 
legal phrases. 

In this same set of application 
forms, we find another paragraph 
which I would say violates the 
die cut {Sherman Anti-Trust Act, in re- 
xplains straint of trade, altho it can be 
ks and{ftaken two ways. 
vandled| In my opinion, I think if a small 
fagency were to supply references 
such as their banks, a few periodi- 
1k cals with whom they have placed 
space and never been found want- 
ing, plus several reputable busi- 
ness firms, that they should be 
iven at least limited “recognition” 


ve asa 


OWN, 
Inc., 


longer 
ylishers 


ontinue 

‘smal!” a chance to grow. 

es the I think that these associations of 
agen- ublishers should put on their 

slent— hinking caps and come up with a 

wr later “short form” application for the 

y don’t maller agency (since they do not 


ave a group of auditors or a 
arge accounting staff), giving 
uitable references as above on 
hich the association could then 


associ- 
ency a 


tdvertising Age, September 27, 1948 


reaction to my tampering with the 
word copywriter was surprisingly 
widespread. 
THOMAS DESTELLE, 
Chicago. 
Mr. Destelle sought a position, 
describing himself as a “copy- 
brighter.” Mr. Powers said, in ef- 
fect, that he certainly wouldn’t 
hire anyone who punned so badly. 


Sticker Works for ICS 
To the Editor: I thought you 
might be interested in the little 


APPROVED 


UNDER 
G. 1. BILL 


AND 
P.L.16 


shield sticker ICS got up to con- 
vert existing advertising literature 
into an asset. 
Paut C. BARRETT, 
International Correspondence 
Schools, Scranton, Pa. 
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CARD GAMES—The head of a Mexico City agency discovered this coincidence: The 

ad at the right, for Aerovias Guest, S. A., appeared in a Mexican publication last 

June, he reports, and the Pan American World Airways page, in the Sept. 11 Satur- 
day Evening Post. 


Finds Mexico Ahead of Game |tising that exists in the United 
To the Editor: When I first|States—that I might not always 

opened up in Mexico half a year| have my finger in the pie. 

ago, I thought I might miss some But today in reading The Satur- 

of the keen competition of adver-|day Evening Post, I find that we 
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can even be ahead of the States, 
we hope by coincidence. 

Epwarp J. NoBLe, 
Advertising & Administration, 
Mexico, D. F. 

P.S. “Tome una carta” means “take 
a card.” 


COMPANY 


118 south clinton street chicage 6, illineis 


full of 
2 oe rant the agency a limited 30 or 60 
metro- @y credit. This matter should be 


hem to 
which 


suc! 
oa My gripe is not entirely from 
he agency side of the fence—I 
'y my- tarted out on a country weekly 
: repu- years ago and have also been the 
> pres- ublisher of a sporting magazine, 
igh not nd during my publishing career 
her has # never lost a penny from any so- 
y space alled small agency from whom I 
a good ecepted a space order. 
e pub- John Orr Young says: “Adver- 
rspaper isers today give too much weight 
er rec- f° size.” I concur because I believe 
heavi- hat small agencies may have 
result POMe good as well as big ideas. No 
as we pis agency has a cartel on brains 
hrough thinkability! 
ymmis- | It reaches the point where the 
ublisher will not accept advertis- 
by the F298 from the small agency (who 
ciation Pas no so-called “recognition”’) 
is my fVven when the agency is willing to 
associ- ay cash with the order so that 
meth- Phere would be no loss to the pub- 
stifling isher. 
We are a small agency, and we 
. many Pave taken this kicking around— 
» agen- Od we are keeping in our little 
siation, ge!ack book a record of such pub- 


iven some “consideration” and a 
it of “thinking” by these publish- 
rs and associations... 


ishers and publications so that we 
ill “remember them” when times 
et bad and they are crying again 
or advertising—we refuse to he 
icked—we are one small agency 
hat will not be forced to the wall 

.. We are going to grow.... 
omeday we will have this “full 
ecognition” that is demanded 
. . but, we hope before that time 
omes that the smaller agency will 
e given a break which they de- 
erve. 

Jm™m KING, 

MALLoy-FiscHer Advertising, 
Monroeton, Pa. 


Copybrighter is Curious 

To the Editor: Now my cur- 
osity is piqued. 

If not as an intrepid, self-ap- 
pointed “copybrighter,” at what 
ould the reticent Mr. H. O. 
Powers suggest I deserve a 
hance? 

Incidentally, Mr. Powers will 
gratified to know that if re- 
ponse to my ad can in fairness be 
sed as a yardstick, his acidulous 


Heart Interest 
Over 3,000,000 Americans to date have learned 


something about their own hearts and how to eat, work 
and play with them—to live without premature heart 
failure—thanks to the Health and Welfare Division 
of the Metropolitan Life Insurance Company for 
whom we have the privilege to produce fine pictures. 


M2 
JAM HANDY 


CO jens, 


for Heart Interest in your pictures 


Produced for The Metropolitan Life Insurance Company 
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John Kasten Joins K&E 


John G. Kasten has joined Ken- 
yon & Eckhardt, New York, as ac- 
count executive for Mergenthaler 
Linotype. He replaces Stan Pforr, 
who is moving to the West Coast. 
Mr. Kasten formerly was promo- 
tion manager of Modern Packag- 
ing and Modern Plastics. 


Marcus Names Art-Copy 

Marcus Transformers Co., Hill- 
side, N. J., manufacturer of air- 
cooled transformers, has named 
Art-Copy Advertising Agency, 
Newark, to handle its advertising. 
Business papers, catalogs, direct 
mail and advertising specialties 
will be used. 


Wet-Dry Battle 
Rages in Ads 


on Local Option 


Elections Will Set 
Marketing Pattern 
in Several States 


New YorKkK—Probably no other 
business depends so much on 
state and local legislation as does 
the alcoholic beverage industry. 

Accordingly, the next few 
months are busy ones, because in 
many states, counties and mu- 
nicipalities legislation which is 
pending will have a drastic effect 
on local beer and liquor market- 
ing. 


Take Colorado, for instance. 


) you don’t 
need 

a navy 

to 

90 fishing 


d small boat, the right bait and good fishing 
grounds are all you need. It’s like advertising to 
business men. You don’t need a fleet of expensive, 
mass-circulation books to reach business and 
professional men. Kiwanis has spent 33 years 
picking 188,000 of them in over 2800 American 
communities—they are our members. Write 


us for more details. 


PUBLISHED FOR COMMUNITY LEADERS 


FINE PRINTING PLATES 
COLOR PROCESS - HALFTONE -ZINC 


JAHN & OLLIER 


ENGRAVING COMPANY 


817 W. WASHINGTON BLVD, CHICAGO 7, ILLINOIS - MOnnoe 6-7080 


iF — You Believe In Temperance 


iF — You Believe In Tolerance 
IF — You Believe In Individual 
Freedom * 

iF — You Believe In A Sensible, 


Workable Law— One That Can Be 


Enforced 
IN THE SPEQ The 
ELECTION TOME (strich 
TO RETAIN THE! |< 
SALE AND CON 4 
OF BEER! Curious 


TOMORROW 
THE DAY! 


REMEMBER: Your Sentimen 2223775225225 


Not Count In This Election 
Your Vote Is In The Box! 


VOTING HOURS: 6:30 A.M. To6: 


Nae Wt] 
GASTON COUNTY CITIZENS COMMITTEE FOR 
THE LEGAL CONTROL OF BEER a = 
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GASTON COUNTY CITIZENS COMN === 


FOR THE LEGAL CONTROL OF B ......... 


LOCAL OPTION BATTLE—As the November elections creep closer, 
the continuing battle between the Wets and the Drys crops out 
in a large number of states. Present Wet strategy is to organize 
local committees, staff them with well-known citizens and supply 


stands at 452. 


Vs Beer Propagand 


them with promotional material which has proved successful in 
other areas. Dry strategy is the same, and more effective. The 
number of Dry counties with local option is increasing, now 


to the iemmee a Angee Sf thee Wallace Nigence beliewes that we are setting wp eure ion 


that we are setting ourselves up an dictator — a 
ee 


They ore deaperatety strrvung through = 


Forther taete concernang reves and she 
meters will be brought : 
Wi te eur purpene throngh thee weriew ol ad ens weGen am 
ert meena: ated ate: cme ame. place tae hery (he 
pula the tests an vatwed a the Uibpeoet of the thee 
Ge enn, any 


meer ety me ame EN feet Mmered wre cor Sumer) cote! 


Pend Advertmmen 


Colorado has had local option 
since repeal, and municipalities 
are able to ban the sale of spirits 
or beer within their limits. On 
Nov. 2, the state will vote on 
county option, which would ex- 
tend the privileges from cities to 
counties. 

Drys are pushing for county 
option; wet forces, under an as- 
sociation called Colorado United, 
are asking the voters to keep the 
present system. Colorado United 
boasts a roster of distinguished 
names in the state, and it is fi- 
nanced by a wide variety of busi- 
ness interests besides the local 
brewers, distillers, and whole- 
saler and retail groups. ; 


a In the South, the issue is al- 
ready joined. During the last 
week in August, nine North Car- 
olina counties went dry; informed 
observers expect 11 more will 
vote the same way. 

In each of the counties, wet 
forces had waged a determined 
fight, using arguments which had 
proved successful in other areas: 
legal beverages obviate the boot- 
legger; taxes from beverages are 
an important item of revenue; 
and “freedom”—meaning the in- 
dividual’s right to buy a drink if 
he wants it. 

One of the principal difficulties 
facing national organizations is 
their uncertainty about how far 
they may safely go in local elec- 
tions. No legal precedent exists, 
but associations are concerned 
with possible violation of the Cor- 
rupt Practices act, and possible 
loss of their tax status. 

Accordingly, the battle over lo- 
cal option is fought on a varying 
pitch—varying with the amount 
of financing and skill which the 
businesses concerned can muster 
locally. The same advertisements 
and promotion material crop up 
in widely separated geographical 
areas, showing considerable col- 
lusion. However, the ads are nor- 
mally set locally, and deliberately 
lean away from any city slickness. 


s The Carolina counties which 
expelled liquor are normally dry, 
an examination of their voting re- 
cord discloses. But the creeping of 
parched areas across the county 
map of the U. S.—there are now 
452 which rule out beer—is of 
considerable concern in the in- 
dustry. Dry strategy has switched 
away from national prohibition, 
now sticks to local option tests, 
extending them to counties as 
rapidly as possible. 


Another reason why associa- 


tions in the field are unable to 
do as much as they would like to 
in the elections is the lack of 
well-established field men. The 
largest group has only 100, scat- 
tered in 21 states, and other units 
have only a skeleton force. 

What the problem might have 
been if the industry had not 
adopted public relations programs 
is frightening to wets. 

The brewers have been quite 
successful with “self-regulation,” 
a device which frequently entails 
asking a state alcoholic beverage 
control board to lift licenses of 
outlets which fail to comply with 
state laws. Inspectors from the 
industry police the outlets, warn 
a violator once, and if a recheck 
shows the violations still continue, 
then ask the control board to re- 
voke his license. 


a The distillers have hammered 
at the taxes paid by the industry, 
the industrial byproducts, the de- 
sire of the industry to keep a 
good record. 

Also, distillers talk straight to 
industries which have a stake in 
their business: restaurants and 
hotels. 

But the political abracadabra is 
rich and varied: in Georgia a 
quick straw vote keeps wet forces 
on their toes; in Tennessee more 
than 52 towns have invoked the 
“2,000 feet law,” an ingenious 
ordinance requiring that no al- 
coholic beverage may be served 
within 2,000 feet of a church or 
school—effectively banning out- 
lets to the edge of town; in South 
Dakota the gimmick is food di- 
vorcement—the dry forces con- 
tend that food should not be sold 
with liquor, and having achieved 
this, bear down on the “saloons.” 

So far the wets have fought a 
successful holding action. Three 
states are dry—Oklahoma, Kansas 
and Mississippi—so far as liquor 
is concerned (although Mississip- 


pi last year collected more than 
$500,000 in taxes from bootleg- 
gers), and no state bars beer. 
There are 452 counties and 3,000 
towns which have no beer. 


a What the contest costs is noJ 
where estimated, and guesses 
on either side are sometimes fan- 
tastic. The drys have been certain 
for years that the forces of alcohol 
can tap an unlimited war chest: 
the wets say that much more than 
the traditional “every sixth Sun- 
day” collection finances the pro- 
hibition maneuvering. In Fayette- 
ville, N. C., the drys are supposed 
to have spent $15,000 in adver 
tising alone—according to th 
wets. 


there’ll be a battle in the gras 
roots, a battle that has important 
implications for a large segment 
of marketers. 


‘Blade’ Promotes Jarvie 


Fred L. Jarvie, for the past 
three years manager of the classi- 
fied advertising department of the 
Toledo Blade, has been appointed 
retail advertising manuger, suc- 
ceeding Burley Laurimore, who 
has resigned. Rollin E. Gray, who 
has served in the classified, retail 
and general advertising depart- 
ments of the paper, has been named 
to succeed Mr. Jarvie as classified 
advertising manager. 


Mack Rapp Adds Duties 

Mack Rapp, manager of the in- 
dustrial division of Detecto Scales 
Inc., Brooklyn, has added the dv 
ties of vice-president in charge 0 
advertising and publicity to hi 
present position. 


Gets Jewelry Account 


Joseph Maxfield Co., Providence, 
R. I., has been appointed to handle 
the advertising of Progress Jew- 
elry Mfg. Co., Providence. Trade 
publications will be used. Con- 
stance Clarke has joined the agen- 
cy as copywriter. 
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Dole Campaign 
Spells Success 


Cr1caco—Dole Valve Co. is all 
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static air control. 

The control, installed on a 
forced warm air heating sys- 
tem, provides automatic tempera- 
ture control for individual rooms. 
Heating engineers have termed it 
the biggest advance in such sys- 
tems since the advent of auto- 
matic heating. 

Dole plans to continue adver- 
tising the product, which made its 
bow last February, in business 
papers; to launch cooperative ad- 
vertising in individual markets, 
and to maintain close cooperation 
in the field between its manufac- 
turer’s representatives, its own 
engineers, sales engineers and 
merchandising people. 


es How the Chicago company sent 
this new product to market suc- 
cessfully is related in the Septem- 
ber Industrial Marketing by Stu- 
art G. Phillips, treasurer and ad- 
vertising manager of the firm. 
The air control, attractively pack- 
aged in a brightly-colored carton, 
first was shown to manufacturer’s 
representatives at a two-day ses- 
sion during which they were 
armed with sales manuals, con- 
sumer folders, instruction sheets 
and samples of the actual product. 
Then it was shown to technicians, 
engineers and top executives at- 
tending the meeting of the Nation- 
al Warm Air Heating and Air 
Conditioning Association. 

Because trade publications have 
different closing and mailing 
dates, said Mr. Phillips, Dole 
“broke” the product announce- 
ment to the heating trade industry 
generally with a big exhibition in 
New York last February during 
the 8th International Heating & 
Ventilating Exposition. 

Shortly after the show started, 
Dole’s couponed announcement ad 
ran in its full list of business 
papers in the heating, building 
and architectural fields. The same 
copy was repeated in all media the 
following month, then the copy 
was changed for the third month, 
and finally the list was trimmed 
in the fourth month “to the media 
most likely to be read by our im- 
mediate prospects and trade dis- 
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tribution setup.” 

Dole continued its advertising 
in trade media and tried a quar- 
ter-page metropolitan newspaper 
ad. While it was disappointed by 
the coupon returns, it “attributed 
this to the fact that it was obvi- 
ously off-season for heating de- 
vices.’ The air control also has 
been featured in the four-page ro- 
togravure “Dole Events,” which is 
mailed to 50,000 members of the 
heating industry and to another 
60,000 to 80,000 in the automotive 
field and industry in general. 

That avalanche of orders is an- 
ticipated by the field, Mr. Phillips 
explained, with a consensus of 
letters to the company predicting 
that the public will realize the full 
comfort and fuel saving of indi- 
vidual room temperature control 
as soon as enough Dole air con- 
trols are installed. 

Evans Associates Co. here han- 
dles the Dole account. 


WTM]-TV Joins ABC 


WTMJ-TV, Milwaukee, has af- 
filiated with ABC. Owned by the 
Milwaukee Journal, WTMJ-TV has 
been telecasting commercially since 
Dec. 3, 1947 and was connected 
with Chicago on ABC’s midwest- 
ern network on Sept. 20. The sta- 
tion already has signed an affilia- 
tion agreement with NBC and 
reportedly has effected a tempo- 
rary agreement with CBS as well. 


Battista Names Allen 


Roger G. Allen has been appoint- 
ed director of public relations of 
William A. Battista, Inc., direct 
advertising specialist, New York. 
A veteran in the public relations 
and sales promotion fields, he pre- 
viously was director of liaison for 
the Iceland Airport Corp. and pub- 
lic relations representative of 
American Overseas Airlines. 


AT&T Names Whitmore 


Will Whitmore, former advertis- 
ing manager of Western Electric 
Co., has been appointed radio ad- 
vertising manager of the American 
Telephone & Telegraph Co., New 
York. W. M. Reynolds, publications 
manager of Western Electric since 
1946, has been named to succeed 
Mr. Whitmore. 


Rudd Joins Cleworth 


James H. Rudd, formerly vice- 
president and director of McGraw- 
Hill Publishing Co., has joined the 
Cleworth Publishing Co., New 
York, as vice-president and pub- 
lisher of a new monthly, Power 
Equipment, scheduled for publi- 
cation in January. 


WEWS Joins ABC 


WEWS, Cleveland, has signed 
an affiliation contract with ABC. 
The Scripps-Howard owned sta- 
tion has been in operation since 
December. 
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WISCONSIN with the Paper 


Dairy Farmers Read 


~ 


Percentage of 
Farm Dairy Income 
by Months 


Income in some farming sections 
depends on harvest once a 
year. Income of Wisconsin 
dairy farmers is constant be- 
cause milk checks are received 
month by month on a steady 
basis. Here is a breakdown of 
the Wisconsin dairy income 
by months: 


Janvary. . . 8% 
February 7% 
March . . 8% 
April . ye . 8% 
May a 
June 

July 


Augyst 


September 
October 
November . 
December 


To sell a market, you have to know that market—and 
you have to approach it at the right time from the right 
side. Since dairying is the principal farm industry in 
Wisconsin, your best approach to the Wisconsin dairy 
farmer is through the business paper he depends on for 
the latest dairy informatior and advice. That is why 
Wisconsin’s own state farm paper is read more thor- 
oughly and more regularly than any other farm publi- 
cation. It provides a meeting place for farmers through 
the entire state to exchange their experiences and ideas. 

Find out more about the Wisconsin dairy market and 
what it can mean to you. Write for free copy of new 


fact-filled booklet, “The Census Bureau Counts Cows”. 
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Brockman Adds Duties 

B. N. Brockman Jr. has been 
appointed advertising manager of 
R. K. LeBlond Machine Tool Co., 
Cincinnati, succeeding Sidney R. 
Best, who has joined Perry-Brown, 
Inc., as account executive. Mr. 
Brockman has been in charge of 
the company’s export sales and 
will continue in that capacity. 


Canfield to Burton-Rodgers 

Don D. Canfield, formerly New 
York sales manager of Gardner 
Displays, has been named director 
of sales of Burton-Rodgers, Inc., 
Cincinnati display firm. 


IcLYDE J. HIBLER 


Consultant 
TECHNICAL WRITING 


Catalogs, Publicity , 
Training Manuals Pp 
30 W. Washington Street ,* 
Central 3910 Chicago 2, Ill. 


United Wallpaper 
Sales Cut in Half; 
New Lines Readied 


Cuicaco—United Wallpaper, Inc., 
reporting its first net loss since 
1939, told stockholders last week 
that it expects a new 1948-49 line, 
including a group of wallpapers to 
be handled exclusively by fran- 
chised distributors, to help it get 
back on the profit side. 

Net sales of the company and 
subsidiaries plummeted from $22,- 
760,582 to $11,613,250 for the fiscal 
year ended June 30. A net loss of 
$52,163 was sustained, compared 
with net income of $1,842,345 for 
the previous year. William H. 
Yates, president, explained that 
the sharp decrease in sales was 
caused principally by excessive in- 
ventories in distributors’ hands, a 


postwar development that “will 
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outsells all others 
on ifs own product 


. «« more people in the Fort Wayne area buy The 
News-Sentinel every weekday than buy any other news- 
It by far outsells all competition on its own 


selling other products. 


THE NEWS- SENTINEL 


FORT WAYNE, INDIANA 
NEW YORK — CHICAGO — DETROIT 


other 


does—outsell papers in 


Write for new 1948 Market Map 


not occur again,” and substantial- 
ly increased costs. 

The 1948-49 line includes a 
group of 650 wallpapers which 
will be merchandised nationally 
under the Nancy Warren trade 
name. More effective consumer 
coverage will be sought through 
exclusive distribution by fran- 
chised outlets, and the company 
expects to reduce shifts in sales 
and production by guiding the dis- 
tributors in better control of their 
inventories. 

United Wallpaper also markets 
the specialty products, Trimz Ready 
Pasted wallpapers and borders, 
Trimz drapes, and Varlar stain- 
proof wall covering. It recently in- 
troduced Trimz rayon and cotton 
draperies, made of non-woven 
cloth, on which it expects a good 
volume of sales as soon as distri- 
bution is completed. 


Gets Bakery Account 

Bresnick & Solomont, Boston, has 
been appointed to handle the ad- 
vertising of Hathaway Bakeries, 
Inc., Cambridge, Mass., producer 
of Life and Guest bread and other 
bakery products. 


Mali Appoints Burgess 

H. W. T. Mali & Co., importer of 
Simonis billiard cloth made in 
Belgium, has named Will Burgess 
& Co., New York, to handle a cam- 
paign in consumer magazines and 
direct mail. 


Picture Firm Moves 

Bert Johnson Co., Cincinnati, in- 
dustrial motion picture producer, 
has moved to Deer Park, O., where 
the company will have at least 20 
times the shooting area available 


at its old site. 
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“Gee! Our Magazine gets more and more popular 


with Advertisers all the time!” 


A gain of 35.9% in advertising linage 
over the same period last year is the 
record achieved by The American Girl 
in the first eight months of °48.* That's 
doubly significant in view of the fact 
that other teen-age girls’ magazines ac- 
tually showed a decrease in the same 


Not only has our advertising linage 
gone up but our circulation increases 
every month. Proof positive to you, Mr. 
Advertiser, that The American Girl is 
one of the most effective and fastest- 
growing magazines in the teen and sub- 
teen field today! 


lhe Creative Man: Corner 


This Corner has commented before on publication pro- 
motion and advertising. It wishes to do so again—because it 
is a never-ending mystery to this particular scribe why pub- 
lications which insist they are successful carriers of adver- 
tising are generally such unsuccessful users of it. 

Life magazine is probably one of the largest users of 
advertising on behalf of itself and one of the most success- 
ful. Most of its advertising is as readable as the publication 
itself. A good deal of it is on its editorial content—which, in 
this Corner’s opinion, would be less than adequate without 
the other string on Life’s bow, its performance in selling 
goods. 

It strikes this Corner as, perhaps, significant that so few 
publications touch on their efficacy in selling merchandise. 
Plenty make the claim, but practically none shows the evi- 
dence. For example, few campaigns, in this Corner’s opinion, 
have been so completely factual and devoid of the customary 


Did F.D.R’s hunch about Stalin 
lose us the peace ? 


“Yes,” says William C. Bullitt, former ambassador to the Soviet Union and France 


double-talk as that of Metropolitan Group Gravure—on 
which the Corner has commented before. But for all the 
Metropolitan Gravure ads which this Corner has seen (and 
they seem to support the Chicago Tribune), none has ever 
mentioned what the Group has done for the advertisers who 
use it. 

Puck talks of the tremendous consumer response the com- 
ics get—but do the advertisers who use it get a similar re- 
sponse? The American Weekly talks of what reading has 
done for various notables in our history—but leaves dis- 
creetly unanswered what the reading of its advertising pages 
has done for the advertisers who spend a small fortune for 
them. The Saturday Evening Post points at leading Ameri- 
can manufacturers who use its pages—but leaves unan- 
swered the question whether they use the Post because they 
are leading manufacturers or are leading manutacturers be- 
cause they use the Post. The Ladies’ Home Journal says 
never to underestimate the power of a woman—but what 
power have the women who read the LHJ demonstrated to 
the advertisers who use its pages? 

Despite his amateur standing, the Corner believes it would 
not be difficult to make a case for any publication—editori- 
ally, circulation-wise and coverage-wise. But the Corner also 
believes that, if he were an advertiser, he would want to 
know more than just what a publication has to offer before 
he used it. He would want to know just what a publication 
could be expected to do—sales-wise—for him. In terms, of 
course, of what it has done for other advertisers. 

Aren’t results traceable? Or haven’t publications gone to 
the trouble of tracing them? 
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‘August Magazine Linage,” 


PRINTERS’ INK, August 13th issue. 


© - 
MAGAZINE 


155 East 44th Street, New York 


_ Published by the Girl Scouts of the U.S.A.—for all girls 
Guaranteed Average Net Paid ABC circulation—450,000 « Now delivering over 500,000 


Joins ‘American Weekly’ 

Kenneth D. Fennell, formerly a 
member of the national advertis- 
ing staff of the Portland Oregon- 
ian, has joined the San Francisco 
sales staff of The American Week- 
ly. 


Richards Names Casey V. P. 


M. J. Casey, formerly a vice- 
president of Ruthrauff & Ryan, 
has been named a vice-president 
of Fletcher D. Richards, Inc., 


New York. 


Starts Ceramic Campaign 


The Pacific Chemical Mfg. C: 
Redwood City, Cal., has launch« 
a campaign in 12 national mag: - 
zines for its ceramics and plast 
products. Frank Wright Nation: 
Co., San Francisco, is the agenc: . 


joins Fraternity Magazines 


H. E. Niccu™, formerly with th: 
Continental X-Ray Corp., Chicago 
has joined the eastern advertisin 
sales staff of Fraternity Magazine : 
Associated, Inc., New York. 
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12 Advertisers 
upport Unique 
IGA Contest 


(Continued from Page 1) 
brands are Lever Brothers Co., 
or Spry, Lux Flakes and Swan; 
Yolgate-Palmolive-Peet Co., Palm- 
jlive and Super Suds; Swift & Co., 
3wift cleanser and Pard dog food; 
yeneral Foods Corp., Maxwell 
Jouse coffee, Jell-O puddings, 
jrape-Nuts, Grape-Nuts Wheat- 
eal, Baker’s cocoanut and Sni- 
ier’s condiments; General Mills, 
isquick; Quaker Oats Co., Aunt 
Jemima pancake flour; Kellogg 
o., Rice Krispies; Pillsbury Mills, 
illsbury’s Best flour and Pills- 
ury’s pie crust mix; Borden Co., 
Borden’s Chateau cheese; Camp- 
ll Soup Co., Campbell’s tomato 
soup; Standard Brands, V-8 vege- 
able juices; and Wilbert Products 
o., for Wilbert’s No-Rub floor 
ax. 


ree 


——=- 


Newspaper mats that are sup- 
lied weekly by IGA to its whole- 
alers and some retailers will in- 
rlude announcement of the con- 
test in the week of Nov. 1-7. 

In addition to announcement of 
the contest plans, another high- 
light of the IGA conference was 
the showing of three new color 
movies of outstanding IGA stores, 
showing how all departments— 
eat, produce and grocery—oper- 
ate on a self-service basis. The 
ovies will be available to whole- 
salers for showing to local IGA 
retailers and prospective retailers. 
The conference also featured 
he first television broadcast from 
supermarket, aired over Station 
BKB and viewed by those at the 
-onference and by set owners in 
his area. The half-hour broadcast 
as aimed at presenting advan- 
ages of 100% self-service stores. 


rooks Manages Paper 


Wallace Brooks, former advertis- 
ing director of the Chicago Sun, 
has been appointed general man- 
ager of the Arizona Times, Phoe- 
nix. Mr. Brooks served with the 
ald Arizona Democrat and Arizona 
Republican in Phoenix before 
joining the Chicago Tribune in 
1922. He served with the Chicago 
Sun from 1941 until he resigned 
ast fall because of ill health. 


o Anderson-McConnell 


Catalina Products, Pasadena 
ental supply manufacturer, has 
named Anderson-McConnell, Los 
Angeles, to handle its advertising. 
A campaign has been launched 


LLL LL LL le el ll ll 


in trade publications for its new 
Vogue dental waste receiver. 


Hdvertising Age, September 27, 1948 


Bar Owners’ Blues: 
TV Draws People 
but Not Dollars 


New York—Television draws 
more interest and patrons to bars, 
but it decreases dollar sales and 
the price per drink. 

These are among the findings of 
a survey of 117 bars made by Ed 
Gibbs’ Newsletter. 

All bar operators questioned re- 
ported that video creates interest, 
and 103 of them said it drew cus- 
tomers. Ninety-nine said it de- 
creased their sales; 13 reported 
increased sales, and five, no dif- 
ference. Price decreases per drink 
were listed in 112 cases; two tav- 
erns reported price increases per 
drink, and three reported no dif- 
ference. 

In view of these figures, it is not 
surprising that 105 of the owners 
confessed they are sorry they ever 
bought a television set. Five of 
them are optimistic; they are sorry 
they installed television, but hope 
for improvement. 

Among the proprietors’ com- 
plaints: Video chases away busi- 
ness men who want to talk business, 
slows down service, makes it im- 
possible for good customers to get 
near the bar. Television helps 
some customers—especially beer 
drinkers—to nurse one drink along 
for 45 minutes to an hour and 
makes others who aren’t interested 
in the program hesitant to talk for 
fear of disturbing their neighbors. 
who are engrossed in the show. 

The working men behind the 
bar enjoy television; 111 bartend- 
ers said they like to watch video 
However, the average bartender 
had a mixed reaction to the new 
barroom fixture, as he reported 
tips down when customers drink 
less. 


WBAP-TV Debuts Sept. 29 
with 100 Commercial Hours 


WBAP-TV, Fort Worth, the 
Southwest’s first television station, 
will make its debut Sept. 29 with 
more than 100 hours of commer- 
cial commitments. Among the 
clients are: Leonard’s Department 
Store; Humble Oil & Refining Co.; 
W. C. Stripling Department Store; 
Bulova Watch Co.; Stuart Nursery; 
Liggett & Myers Tobacco Co., and 
Day & Night Hot Water Heater Co. 

President Truman, whose visit 
to Fort Worth is scheduled two 
days in advance of the formal 
opening of WBAP-TV, is sched- 
uled to go before the cameras 
Sept. 27 on one of the first tele- 
casts seen in this area. 


KFBK to Increase Power 


Station KFBK, Sacramento, 
Cal., on the air since 1922, will in- 
crease its power to 50,000 watts 
on Oct. 2. 


color proofs of the 


to double use! 


Nir. National Advertiser: 
Here’s the Perfect Tie-In for You! 


What could be more effective (and more economical) than a 
color blow-up of your four-color national ad right at the 
point of sale ? It's the perfect dealer-consumer tie-in! 


We're ready to make these attractive 
blow-ups for you, in any quantity, from 


match color for color. You'll be putting 
the national advertising dollar you spend 


Get our FREE Color-Blow-up Packet and see actual examples 
yourself. You'll be amazed, too, at the low prices for the 
printing. Write today! Or ‘phone STate 2-5977. 


Yr © g ¢ rapid copy service 


123 N. Wacker Drive + Chicago 6 


ad itself—and we'll 


CHARLES W. GERSTENBERG 


SeTauket, L. I.—Charles W. 
Gerstenberg, 66, co-founder and for 
many years chairman of the board 
of Prentice-Hall, New York pub- 
lisher, died Sept. 15 of a heart at- 
tack at his summer home here. He 
had been ill for several months. 

Dr. Gerstenberg began his career 
as a New York attorney, was ap- 
pointed secretary and professor of 
finance at New York University’s 
School of Commerce and in 1913 
founded Prentice-Hall with Rich- 
ard P. Ettinger, who has been pres- 
ident since then. The name was 
taken from the maiden names of 
the founders’ mothers — Marion 
Prentice Ettinger and Harriet Hall 
Gerstenberg. 


JAMES W. LEE JR. 


New YorK—James Wideman 
Lee Jr., 66, president of the New 
York advertising agency bearing 
his name, died on Sept. 17 in St. 
Luke’s Hospital here after a brief 
illness. 

Mr. Lee, whose brother was the 
late Ivy L. Lee, well-known public 
relations counsel, began his career 
as city editor of the Ledger, Col- 
umbus, Ga., and was later state 
political editor of The Atlanta 
Georgian. 

In 1906 he became publicity 
manager for the Pennsylvania 
Railroad, of which his brother 


was then executive assistant and 
adviser in publicity. He remained 
ten years with the railroad and 
then became associated with his 
brothers in the firm of Ivy Lee & 
Associates here. 


HENRY B. HUMPHREY 


Boston—Henry B. Humphrey, 
82, founder and chairman of the 
board of the 60-year-old H. B. 
Humphrey Co. agency, died at his 
home Sept. 19. 

Mr. Humphrey, known as the 
dean of Boston advertising, found- 
ed his agency, one of the oldest 
in the country, in 1887. He was 
one of the original promoters of 
the “Truth in Advertising” move- 
ment and was instrumental in 
founding the Four A’s. In 1908 he 
reorganized the Boston Advertis- 
ing Club, serving several terms as 
president. 


ROBERT B. HUDDLESTON 

New YorK—Robert B. Huddle- 
ston, advertising manager of the 
American Type Founders Sales 
Corp., died Sept. 16 at his home 
here after a brief illness. 


HUGH J. BRENNEN 


PITTsBURGH — Hugh J. Brennen, 
president and general manager of 
Station WJAS, died here Sept. 20 
of complications which followed a 
lengthy illness. He was 69. 


65 


Mr. Brennen, one of the pioneers 
in the broadcasting industry, was 
credited with signing up to oper- 
ate the initial Columbia Broad- 
casting System station. He was sole 
owner of WJAS, CBS’ basic net- 
work outlet here. 


Appoints Bozell & Jacobs 


Bozell & Jacobs, Inc. (Indiana), 
Indianapolis, has been appointed 
to handle the advertising and pub- 
lic relations of Universal Door 
Carrier, Inc., Indianapolis, manu- 
facturer of carriers for heavy in- 
dustrial doors. 


Brookmire Appoints Agency 

Brookmire Economic Service, 
Inc., New York, financial advisory 
service, has appointed Ferwerda- 
Boone, Inc., New York, to handle 
its advertising. 


Names Gordon & Mottern 


Melrose & Co., Baltimore, has 
appointed Gordon & Mottern, New 
York, to handle advertising for 
Melrose whisky and all other 
Melrose products. 


“PHOTOSTATS IN COLOR” 


@ RABBIT PRINTS for sales promotion and 
other uses. Natural color photographic 
prints from $3 each—plus small prepara- 
tion charge. 10 prints minimum. Any size 
up to 16"x20". Fast service, and om 
ears why we call them RABBI 
PRINTS. 
Thomas B. Noble Associates 
302 East 45th Street, New York City 17 
LExington 2-4947 
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New Businesses Boost 


Florida’ 


The FLORIDA MARKET is a GROWING MARKET 


OPEN FO 


s Buying Power 


charters to 3953 corporations last year. 


PEN FOR BUSINESS 
EN FOR BUSINESS 
N FOR BUSINESS 
FOR BUSINESS 
FOR BUSINESS 
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Under the heading of “‘new business” Florida issued 


This total, far 


above the national average, ranked Florida eighth among 


the states. 


In 1939, the value of 
ucts was $241 million. 


$780 million—more than three times as much! 
same period, retail sales climbed more than 200 per cent! 


Florida is famous as the nation’s playground. But, 
more and more, the advantages of a Florida location are 
being recognized by businessmen and industrialists. 


Florida’s manufactured prod- ~ 


In 1947, the estimated total was 


In this 


Business and industry build year ‘round payrolls, 
create steady buying power. 
growing market, with a potential for the advertiser that 
is just beginning to be understood and appreciated. 


The Florida market is a 


To reach this market — effectively and at lowest cost 
—use Florida's three big morning dailies. They give you 
coverage where it counts—from 20 to 100 per cent fam- 
ily coverage in 45 of Florida's 67 counties—including its 
three major markets, Miami, Jacksonville and Tampa. 


Var) 


\ LOWEST COST COVERAGE 
/FLORIDA’S TOP MARKETS 
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Sport Stars Sweat for 
Dear Old Wilson Line 


Wilson Sporting Goods 
Ad Budget Up 25%; 38 
Athletes on Staff 


Cuicaco—Wilson Sporting Goods 
Co. will increase its budget 25% in 
the year ahead, using magazines, 
newspapers, radio and field promo- 
tions, with a continued build-up 
for the company’s advisory staff of 
sports stars. 

The increase promises a busy 
year for the large array of athletes 
whom the company uses to pro- 
mote its wares. The use of en- 
dorsements by the famous has be- 
come commonplace in advertising, 
but Wilson has used this practice 
with especial effectiveness. This 
type of promotion has played an 
important role in the company’s 
growth from one factory here in 
1916 to the present 15 manufactur- 
ing plants and 28 sales branches 
throughout the country. 

Wilson’s “advisory staff of cham- 
pions,” whose prestige and sports 


Ne ee 


CIGARETTES 


ALL POPULAR BRANDS 


Minimum order four cartons. No C.O.D.'s. 
FREE: A beautiful plastic 
cigorette box with any order 
of 10 Cartons or More. 


44 


’ PER CARTON 


Add 6¢ per carton for Postage, 
Insurance & Hondling Charges. 


Send Check or Money Order to 
VAN STAT CO. 

Dept. 31 P. O. Box 932, Wilmington, Del. 

I 


knowledge the company currently 
is making use of, includes 23 golf 
stars, six stars in tennis, two in 
baseball, and three players and 
four coaches in football. 


® Each staff member serves under 
a contract. The company uses the 
athlete’s name in ads, gets his ad- 
vice in the design of equipment 
and, last but not least, gets the ath- 
lete to put in a plug for Wilson 
whenever he can as he moves in 
the world of sports. For instance, 
a golfer will carry a golf bag with 
his name on it above the Wilson 
name, he will use Wilson balls and 
other equipment, and will usually 
manage to mention Wilson in his 
guest appearances on radio broad- 
casts. 

The company, in its turn, does 
right by the stars. Its public rela- 
tions department, reportedly the 
only one maintained by a sporting 
goods manufacturer, supplies sports 
editors and radio commentators 
with brochures containing biogra- 
phies and complete records of golf 
and tennis stars on Wilson’s ad- 
visory staff. These stars include 
Patty Berg, Mildred “Babe” Did- 
rickson Zaharias, Sam _ Snead, 
Gene Sarazen and Johnny Revolta. 


® Typical of how the company 
promotes sports and the advisory 
staff members, with a tie-in for 
Wilson, is an article on “How to 
Play Golf,’ written under Patty 
Berg’s name and submitted by the 
public relations department to 
American Girl, published by the 
Girl Scouts of America. The story 
appeared at about the same time as 
a Wilson ad for sports equipment, 


Keep Your Eyes 


commercial activities. 


JOHNSON HAGOOD MEMORIAL STADIUM 
IS SOUTH CAROLINA’S LARGEST 


New $500,000.00 Stadium Nears Completion 
As The Football Season Approaches 


This huge new stadium in Charleston, seating 22,472 per- 
sons, is scheduled to be completed in October. It was named 
in honor of Brigadier General Johnson Hagood, CSA, native 
son and beloved hero of the Confederacy, who served as 
Chairman of the Board of Visitors of The Citadel, Military 
College of S. C., from 1878 until his death in 1898. 

In this stadium the home games of The Citadel will be 
played; also high school and professional games. Here sport 
lovers from all over Eastern South Carolina will gather. 

Coming to Charleston is an old story to the people of South 
Carolina’s coastal empire. For over 200 years Charleston 
has been the recognized center of business, social, and 


The NEWS AND COURIER and the CHARLESTON EVENING POST 
effectively cover Charleston and its’rich trading area. A request will 
bring full information promptly about these two great newspapers. 


On Charleston! 


THE CHARLESTON EVENING POST 


| Che News and Courter 
CHARLESTON, SOUTH CAROLINA 


REPRESENTED BY THE JOHN BUDD CO, 


featuring Miss Berg. 

In addition, the company has just 
released two sound movies on foot- 
ball and basketball rules, spon- 
sored jointly with General Mills 
for Wheaties. The two 28-minute, 
16 mm. films, entitled “Football 
Today” and “Basketball Today,” 
are available to high schools 
throughout the country through 
each state’s office of the National 
Federation of State High School 
Athletic Associations and through 
Official Sports Film Service, Chi- 
cago, maker of the film. 

Radio is another medium in 
which Wilson works cooperatively 
with General Mills and its Whea- 
ties. In December, the two compan- 
ies will jointly sponsor the Nation- 
al football League’s championship 
game broadcast over ABC for the 
third consecutive year, with Red 
Grange and Harry Wismer furnish- 
ing the commentary. It will be the 
seventh year of sponsorship for 
Wilson, which also sponsors the 
annual All-Star game each Au- 
gust. Ewell & Thurber here han- 
dles the account. 

Advisory staff members are fea- 
tured in newspaper mats supplied 
by Wilson free to.distributors and 
dealers. Other free promotional 
aids for dealers include action 
photographs of the stars, decalco- 
manias and other displays and 
rule books and score cards for golf, 
softball, baseball, tennis and bad- 
minton. 


® About this time of year football 
coaches spend most of their 
waking hours originating new 
plays. To promote Wilson and to 
help save restaurant tablecloths, 
church hymnals and_ telephone 
booths from the scribbled dia- 
grams of these coaches, the com- 
pany has sent new memo pads to 
high school, college and “pro” 
coaches throughout the country. 
The pad shows a diagram for a T- 
formation offense and carries the 
Wilson name at the top. The com- 
pany already has received scores 
of thank you letters. A _ similar 
memo pad has been prepared for 
basketball coaches and scouts. The 
football advisory staff includes 
players Johnny Lujack, Charlie 
Trippi and Paul Christman, and 
coaches Bernie Bierman, Lynn 
Waldorf and Charles Bachman. 
The company’s 28 sales office. 
sell to golf and tennis pro’s, sport- 
ing goods shops, department and 
hardware stores. The retail dealers 
sell to colleges and high schools as 
well as to individual consumers. 


® Wilson Sporting Goods Co. was 
founded by Thomas E. Wilson, now 
chairman of the board of Wilson & 
Co., meat packer, and was created 
largely because of Mr. Wilson’s 
interest in sports and in youths, an 
interest which also made him a 
guiding light in the 4-H Club 
movement. 

After starting a distributing 
company for the sale of such items 
as violin strings, surgical sutures, 
tennis rackets and hunting and 
camping equipment in 1914, he put 
the company into the manufactur- 
ing business in 1916. When sales 
reached $1,000,000 the next year, 
he began looking for a sporting 
goods executive to run the com- 
pany—and found his man in Law- 
rence B. Icely, then general sales 
manager for Wright & Ditson and 
now president of Wilson. 

Wilson and Mr. Icely agreed at 
once on a policy of widening the 
market for sports equipment by 
encouraging greater participation. 
The company has pursued that 
policy with aggressive promotions 
and has continued to grow ever 
since. 


Graham Appoints Pettit 

Clark Pettit, formerly with Es- 
sex Advertising Service, San Fran- 
cisco, has been named advertising 
manager of James Graham Mfg. 
Co., Newark, Cal., maker of Wedge- 
wood ranges. 


MARKET SCRAP—General Mills will go after the leader, Pillsbury’s pie crust mix, 

with the comparatively new Crustquick this fall, and started with the four-color poge 

at the left, appearing in the Sept. 18 Saturday Evening Post. Crustquick divides the 

space with Wheaties. Pillsbury will tie in with National Apple Week by running the 

four-color page Oct. 31 in The American Weekly, Chicago Tribune and New York 
News. 


- This will fetch him 


| Bake him a fresh apple pie like this ) 
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Quaker Oats Breaks 
Roy Rogers Contest 
in Comics Groups 


Cuicaco — Quaker Oats Co. is 
breaking a national contest to 
name the son of Roy Rogers’ horse, 
Trigger, with a full page in the 
Metropolitan Sunday Comics 
Group and independent comic sec- 
tions Sept. 24 and Puck — The 
Comic Weekly Sept. 31. 

The contest offers 22,500 prizes 
and requires entrants to send the 
trademark from a box of Quick 
Quaker Oats or Mother’s Oats 
along with the suggested name. 
First prize is a vacation in Holly- 
wood with Roy Rogers or $1,000 
in cash, with other prizes includ- 
ing 500 zipper jackets, 2,000 polo 
shirts and 10,000 trick lassos. 

The contest also will be pushed 
on Quaker’s new “Roy Rogers Ra- 
dio Show” on Mutual, heard at 6 
p.m. EST Sundays. 

Sherman & Marquette here is the 
agency. 


Plans Theater Television 


By Oct. 1, Paramount Pictures 
will have theater television in its 
showcase theaters in Los Angeles 
and Chicago. Full-screen systems 
now being built will cost an esti- 
mated $30,000 each. Plans call for 
the use of the intermediate film 
method of recording live video 
shows on film. Transcriptions of 
live shows by Paramount Stations 
KTLA, Los Angeles, and WBKB, 
Chicago, also may be available for 
syndication to other stations. 


Wilson Joins Bendix 

Fred D. Wilson, formerly vice- 
president in charge of operations 
of Radio Corporation of America, 
RCA Victor division, has joined 
Bendix Home Appliances, South 
Bend, as assistant to the president, 
Judson S. Sayre. 


Cummings Joins Kastor 

George Cummings, formerly with 
Young & Rubicam, has joined 
Kastor, Farrell, Chesley & Clifford, 
New York, as art director. 


Joins Meldrum & Fewsmith 


Randolph W. Heizer, formerly a 
account executive of Batten, Bar 
ton, Durstine & Osborn, Chicag: 
has been appointed a vice-presi 
dent in charge of the Detroit offic “) > — 
of Meldrum & Fewsmith, succeed SS 
ing J. F. Pedder, who has becom 
advertising and sales promotio 
manager of Dearborn Motors Corp 


Jam Handy Shifts Brookes 


John S. Brookes has been trans; 
ferred from Detroit to the Chicagd 
office of Jam Handy Organization 
where he will work on the de 
velopment of sales manuals, sale 
promotion materials, and trainin 
tools for clients in the Midwest. 


Magazine for * sont 
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LEADERS ” 
efter size 
THE LION is the official magazine of Ffereted lab 


more than 338,000 members of LIONS 
INTERNATIONAL, world’s _ largest 
and fastest growing service club. Read 
from cover to cover by business and 
professional men—43 years average age 
—who are members in 6200 towns and 
cities in every state, U. S. possession, 
and Canada. 


ABOVE AVERAGE MARKET 
National survey shows income of 
LIONS is well above average. A top 
market for all kinds of home, office, 
sports and hobby products. Advertising 
cost-per-1000-readers is unusually low. 


Write for copy of recent national sur- 
vey of buying habits of LIONS. 


To reach wealthy Latin-American bus- 
iness leaders, ask us for details about 
EL LEON, official Spanish publication 
of LIONS International. 


THE LION 
MAGATINE 


(Official Publication of Lions Internationa! 


332 S$. MICHIGAN AVE., ROOM 355 
CHICAGO 4, ILL. 


Advertising Representatives 


New York: S. L. Feiss 
Chicago: Burton H. Johnson 
Los Angeles: Henry and Simpson 
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‘an Diver & Carlyle 

Names Vice-Presidents 

Paul Carlyle has been appointed 
executive vice-president and art 
lirector of Van Diver & Carlyle, 
New York. Wayne Wirth and 
Clement R. Hoopes have been 
named vice-presidents, the former 
to serve as director of television 


rust mix, 
lor poge 
yides the 
ning the 
ew York 


nd the latter as copy chief. 


ponsors Sports Comment 
Harry Wismer’s Saturday after- 
100n sports commentary is being 
yresented under the auspices of 
he U. S. Fourth Army over 13 
ABC affiliates in the South and 
outhwest. The 13-week contract 
as signed through Thomas F. 
onroy, Inc., San Antonio. 


ets Kay-Bee Pencil Account 


Lee-Murray, Advertising, New 
ork, has been named to direct 
he advertising of Kay-Bee Pencil 
o., New York. Newspapers and 
usiness papers will be used. 


Nielsen Figures on 


Top-Rated Shows 


Week of Aug. 15-21, 1948 


All figures copyright by 


A. C. Nielsen Company 


EVENING, ONCE-A-WEEK, 15-60 MINUTE PROGRAMS 


TOTAL AUDIENCE AVERAGE AUDIENCE 
Cur. Prev. Cur. Points| Cur. Prev. Cur. Points 
Rank Rank Program Rating Change | Rank Rank Program Rating Change 
1 1 Crime Photographer ....146 +04] 1 1 Crime Photographer ..... 12.4 +1.2 
2 "Sea 14.3 +11] 2 ee see 11.2 +0.6 
3 7 Hallmark Playhouse ..... 143 +19] 3 @ Fees VE File nc vcces 10.5 +0.2 
4 ‘me & S. 3. eee 13.4 +01] 4 i {DR 10.5 +1.5 
5 13. Break the Bank......... 13.4 +17] 5 12 Hallmark Playhouse ..... 10.0 +1.3 
6 6 Mr. District Attorney....12.9 +0.3] 6 2 Mr. District Attorney.... 9.9 —0.8 
7 — All-Star Football Game. ..12.9 —| 7 13 Break the Bank......... 94 +0.7 
8 --— & Fe 12.8 —0.6/ 8 5 Adv. Sam Spade......... 93 —0.4 
9 i i. ea 12.4 +0.7|] 9 7 Stop Music (4th Qtr.)... 9.3 —0.2 
10 NR Mystery Theater ........ 12.0 +1.5/10 9 | eat eeaaee 9.0 +0.4 
ll 5 Adv. Sam Spade........ 11.9 —0.1/11 18 Mystery Theater ........ 89 +0.6 
12 10 Take It or Leave It...... 115 —0.3/12 10 Take It or Leave It...... 85 —0.6 
13 EF > 11.3 —0.4/13 Fe “ear 85 —08 
14 kh 4 £>-=qPer 11.3 —0.7/14 G Wee Wee Me cccccvess 8.4 —1.2 
15 NR Call the Police......... 11.1 +0.1/15 — Stop Music (3rd Qtr.)... 8.4 _— 
16 NR Camel Caravan ......... 11.0 +0.9/16 19 Adv. Thin Man.......... 8.2 +08 
17 8 Philip Morris Night ....11.0 —1.2/17 NR Camel Caravan ......... 81 +18 
18 18 Mr. & Mrs. North....... 110 —0.3/18 9 Philip Morris Night...... 8.1 —1.1 
19 NR Adv. Thin Man......... 10.8 +1.2/19 15 Jergens Sum. Journal.... 8.0 —0.6 
20 15 Jergens Sum. Journal....10.8 —0.8 | 20 Se ME bss 000 cinketen 78 +0.7 
EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 
1 Ds ED So itders eee 9.7 —0.2| 1 2) Bee Se: . vcddoncks 7.3 0.0 
2 NR Gabriel Heatter (Carter). 7.3 +14) 2 NR Gabriel Heatter (Carter). 5.7 +1.4 
3 ‘oc _¢ Fares 61 —0.9| 3 S Wee Ge cx cvasseates 5.1 —0.6 
DAYTIME, 2 TO 5 A WEEK, 15-30 MINUTE PROGRAMS 
1 9 Our Gal, Sunday........ 91 +406) 1 9 Our Gal, Sunday........ 3 +0.9 
2 1 When Girl Marries....... 89 —19)| 2 1 When Girl Marries...... 8.0 —1.5 
3 1l Wendy Warren ......... 8.9 +0.7| 3 2 Backstage Wife ........ 8.0 —1.2 
4 2 Backstage Wife ........ 8.8 14/) 4 ee SE 78 +09 
5 | pte 8.7 +09) 5 11 Ma Perkins (CBS) ..... 7.7 +06 
6 12 Ma Perkins (CBS) ..... 85 +06) 6 10 Wendy Warren ......... 75 +0.4 
7 3 Right to Happiness...... 85 —1.4/ 7 3 Right to Happiness ..... 75 —15 
8 4 Young Widder Brown .... 85 —1.4| 8 NR Guiding Light ......... 75 +1.0 
9 15 Rom. Helen Trent....... 84 +08) 9 14 Rom. Helen Trent ...... 7.3 —0.6 
10 NR Guiding Light ......... 8.2 +0.7/10 NR Second Mrs. Burton”..... 7.3 40.7 
11 NR Second Mrs. Burton .... 8.1 +4+0.8/11 i... | eee 7.2 +0.6 
12 NR Perry Mason .......... 8.1 +4+0.9/12 4 Young Widder Brown .... 7.1 —1.6 
13 ce £0 eee 8.1 —1.3./13 zt | | (See 7.1 —16 
14 — area 8.0 —18/14 6 Portia Faces Life ....... 7.0 —1.4 
15 6 Portia Faces Life ....... 8.0 —1.6'15 7 Pepper Young .......... 69 —1.4 
DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 
1 3 Armstrong Theater ...... 10.1 +1.6/ 1 1 Grand Central Station ... 76 —0.6 
2 1 Grand Central Station ... 9.0 —O0.5/ 2 3 Armstrong Theater ...... 7.1 +0.2 
3 2 Give and Take ......... 8.7 —0.5/| 3 BB 4 4 ee 6.2 —1.0 
4 se 2 Ferrey 8.0 +10) 4 4 True Detective Myst...... 6.2 —0.5 
5 NR Adv. Archie Andrews .... 7.7 +0.2! 5 a 2 a 5.9 +0.2 


NR—Not ranked in preceding report. 


Conlon Promotes Jones 

Winston H. Jones, for the past 
six years assistant director of sales 
and advertising manager of Con- 
lon-Moore Corp., Conlon division, 
Chicago, manufacturer of house- 
hold washers and ironers, has been 
named director of sales, suceeding 
Roy E. Andree, who has resigned. 


Joins ‘Civil Engineering’ 
Richard J. Murphy, formerly in 
the industrial periodical division 
of Phil Broderick Associates, has 
joined the advertising sales staff 
of Civil Engineering, New York. 


Gallati to Needham, Louis 

George C. Gallati, formerly cen- 
tral division manager of Interna- 
tional News Service, has joined the 
publicity department of Needham, 
Louis & Brorby, Chicago. 


n trans; 
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nization 
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is sold Will simplify your direct 
training Mail addressing problems 
iwest. 
1. Duplicate labels (2 to 4) can be typed in 
one operation. 
2. Office typist can address small mailing lists. 
3. For frequent mailings from name list — 
quantities can be run off on office ditto or 
mimeograph machines. 
' 4. Ideal for addressing large envelopes, 
sample packages, etc. 
5S. Keep a quantity of your return address labels 
to place on envelopes and postal cards. 
6. For sealing and addressing folders, broad- 
sides, double postal cards, etc., in one 
operation. 
etter size sheet of 33 per- 
azine of Mforated labels. Choice of 5 
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LIONS 50c package 
largest 
». Read On sale at your stationer. 
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GIFT or GIVE-AWAY 
IMPROVED 


your COMPANY NAME 


Get customers at low cost! Give the 
new lustre-bright nickel-plated NAIL 
CLIPPER that is mechanically perfect! 
Heat-treated cutlery steel with spark- 
ling jewel-like finish. Sharp true cutting 
edges, a deep-cut file that really files, 
then swings closed, locking file, lever 
and clipper in a snug compact unit. 


Te 


LIPPER 


; IMPRINTED 


CASH Niemen 


w 


Handsome! Usefull! Light! Your company 
name imprinted. They'll carry it, use 
it—and remember you! 


BUILD SOLID GOODWILL 
ON ROCK-BOTTOM COST 


For samples and quotes on low prices 
write, without obligation, to:— 


THE W. E. BASSETT CO, 
Derby, Conn. 


Three CBS Dramas 
Lead Nielsen Report 


Cuicaco—Three Thursday night 
CBS programs—“Crime Photog- 
rapher” (Toni Co.), “Suspense” 
(Electric Auto-Lite) and “Hall- 
mark Playhouse” (Hall Bros.)— 
ranked one-two-three to lead the 
Aug. 15-21 Nielsen ratings. 

A fourth CBS Thursday evening 
show, “Mr. Keen” (Whitehall 
Pharmacal), dropped from second 
to eighth place, although losing 
only 0.6 points. 

The latest program ratings by 
A. C. Nielsen Co. show that the 
All-Star football game, Friday, 
Aug. 20, sponsored by Wilson 
Sporting Goods Co., garnered a 
12.9 rating to rank seventh. 

Nielsen notes that 14 of the top 


20 evening shows are in the dra-| 
matic category. Omitted from the | 
list this time is “Stop the Music,” | 
the fourth (or Eversharp) quarter- 
hour of this giveaway having 
dropped from 17th in the preced- 
ing report and earlier ranking of 
sixth place. “Break the Bank” 
(Bristol-Myers), another ABC 
giveaway, gained in the latest re- 
port, rising from 13th to fifth place. 

In the daytime multi-week cate- 
gory, “Our Gal, Sunday” (Ameri- 
can Home) jumped from ninth to 
first place simply by obtaining an 
0.6 increase in rating. And “Wendy 
Warren” (General Foods) moved 
from 11th to third with an 0.7- 
point gain. 

The report shows total radio 
usage per home per day at 3.5 
hours, slightly below the preced- 
ing report but 7% above the year- 
ago figure. 


Witt Forms Own Company 

Earl Witt, Inc., with offices in 
the Daily News building, Chicago, 
has been formed by Earl J. Witt, 
formerly sales director of Gold 
Seal Co., to market a variety of 
products in the drug, grocery, 
department store, syndicate and 
chain store fields. 


To Van Diver & Carlyle 

Manne & Son, New York, manu- | 
facturer of Life Lock rings, has | 
placed 


its advertising with Van | 
Diver & Carlyle, New York. Busi- 
ness papers and magazines will be 
used. 


Lumbermens Mutual 
Shifts to Selling 

a ’ 
Copy in ‘SEP’ Ads 

Cuicaco—Lumbermens Mutual 
Casualty Co. swung over from in- 
stitutional advertising to a harder 
selling phase last week with the 
first of a new series of ads in The 
Saturday Evening Post. 

The insurance company, which 
for the past two years has used 
a series of safety ads in the Post, 
will use testimonials, with photo- 
graphs and news-style captions, to 
inform the public that Lumber- 
mens sells all types of casualty in- 
surance as well as automobile pro- 
tection. The new series will em- 
ploy a “twin bed” technique, with 
two-color bleed ads using the out- 
side two columns of a spread in the 
magazine. Two contrasting head- 
lines—‘Why I Look to Lumber- 
mens for Our Personal Security”— 
will be used throughout. 

The company, through John W. 
Shaw Advertising here, will run 
similar ads in October and Decem- 
ber issues of the Post and has 
scheduled seven insertions thus far 
for 1949 in that publication. 


Hopkins, Hanson Join Biow 


Tom Hopkins, formerly in the 
San Francisco office of Beaumont 
& Hohman, and Terry Hanson, 
formerly with the Knollin Adver- 
tising Agency, San Francisco, have 
joined the San Francisco staff of 
Biow Co. as copy chief and mer- 
chandising director, respectively. 
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Campbell Group Considers 
New Bureau Director 


An eight-man committee headed 
by Chesser M. Campbell, adver- 
tising manager, Chicago Tribune, 
will meet in New York Sept. 29 
to recommend a successor to Al- 
fred B. Stanford, former director 
of the Bureau of Advertising, 
ANPA. The recommendation will 
be conveyed to the governing 
board for action at its Oct. 7 
meeting. 

Leading candidate for the post 
is Harold S. Barnes, who was 
named acting director when Mr. 
Stanford resigned to become an 
officer and advertising director 
of the New York Herald Tribune. 
Committee members considering 
the assignment include members 
of the board of governors, the 
Bureau of Advertising sales com- 
mittee, Newspaper Advertising 
Executives Association and 
American Association of News- 
paper Representatives. 


THE MAGAZINE 


_of the TRADE | 


HOSIERY & UNDERWEAR 
Review 

1 WEST 34th ST., NEW YORK 1 

GUARANTEED ® CIRCULATION 


set job. 


NO TIME to make copy changes! 
NO TIME to set type to meet a 


NO TIME to hand-letter a 


heading... NONSENSE! 

With FOTOTYPE, in a matter of 
minutes, even your office boy can 
economically set whatever is need- 
ed for the photo-engraved or of f- 


This entire ad-reverse color head- 
ing, “ody copy and trade mark- 
was set with FOTOTYPE. It was 
then pasted onto the drawing and 
a zinc etching made of the entire 
ad. It’s great for offset, Multilith 
or planograph, too. 


Wo Time Like the Present to send for FREE Catalog 


deadline! 


[F-OLOLY PE | 


1415 ROSCOE STREET, CHICAGO 13 
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B-M Starts Comics 
Drive for Minit-Rub 
and Sal Hepatica 


New York—Bristol-Myers Co. 
will promote Sal Hepatica and 
Minit-Rub in four-color ads in 
comic sections of Sunday news- 
papers this fall. 

The campaign will appear in 
comic sections of 20 metropolitan 
newspapers and on Jan. 1 the list 
will be expanded with the addition 
of 14 papers. Sal Hepatica adver- 
tising continues on the “Mr. Dis- 
trict Attorney” program on NBC 
and “Break the Bank” on ABC. 

The product also is being adver- 


—BURBANK, CALIF.— 


iS THE HOME OF 
WARNER BROS. PICTURES 


and the 
BURBANK DAILY REVIEW 
Burbank's Only Daily Newspaper 
(Est. 1908) 


tised in the rural market through 
a campaign in Capper’s Farmer, 
Country Gentleman, Progressive 
Farmer, Southern Agriculturist and 
Successful Farming. National Min- 
it-Rub ads will appear in Ladies’ 
Home Journal, Life and The Sat- 
urday Evening Post. 

Young & Kubicam, here, handles 
the advertising for both products. 


Chevrolet Dealers Back 
Television Drama 
“Chevrolet on Broadway,” a new 
half-hour video drama, begins over 
the NBC East Coast network Sept. 
27 at 8:30 p.m., EST. Time for the 
program, sponsored by Chevrolet 


dealers in New York, Boston, 
Philadelphia, Baltimore, Wash- 
ington, Richmond and Schenec- 


tady, was bought through Camp- 
bell-Ewald Co., New York. 


Pres-A-Lite to Hartman 


Pres-A-Lite Sales Corp., New 
York, maker of automatic cigaret 
lighters and dispensers for auto- 
mobiles, has appointed L. H. Hart- 
man Co., New York, to handle its 
advertising. 


Pluto Water Begins 


Small-Space Drive 


New YorK—Pluto Corp., through 
its newly-named agency, French 
& Preston, will begin a small-space 
newspaper campaign utilizing 160 
foreign and domestic newspapers 
for Pluto water and crystals, late 
this month. 

The copy, utilizing the Pluto 
devil and pitchfork, depends on 
verse for its selling. Two sample 
stanzas: 


Jack wasn’t nimble, 
Jack wasn’t quick, 
Jack called for Pluto, 
It did the trick! 


Needles and pins, 
Needles and pins, 
When nature gives up, 
Pluto begins. 


Gets Real Estate Account 
Albert B. Ashforth, Inc., New 
York, real estate, has appointed 
Albert Frank-Guenther Law, New 
York, to handle its advertising. 
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C-P-P Shops tor Video Show 
to Start in December 


Colgate-Palmolive-Peet Co., 
Jersey City, is studying the avail- 
abilities before deciding on a show 
to fill the half-hour which the 
company has bought on the NBC 
television network. Colgate will 
make its debut as a video sponsor 
Dec. 7. 

The show, to be heard Mondays 
at 9 p.m., EST, will be for Halo 
shampoo and several other pro- 
ducts yet to be decided upon. 
Sherman & Marquette, Chicago, is 
the agency. 


Video Had 11.3% Audience 
During July and August 


Television’s share of the night- 
time audience in New York for 
July and August was 11.3%, with 
radio getting 88.7%, according to 
C. E. Hooper, Inc. 

For the first time, a television 
station registered more than 1% 
in evening share of audience in 
this report. Four stations showed 
up in this category. They are: 
WABD, WCBS-TV, WNBT and 
WPIX. No video outlet secured a 
daytime share of audience of 1%. 


Steam-0-Matic 
Iron Price Cut 
by New Producer 


(Continued from Page 1) 
chased the Waverly company |as{ 
month and has consolidated oper 
ations in Sandusky and Kansa 
City. Waverly was headed by 
Milton Schreyer, who with his 
brother, Edward, once before sold 
and re-acquired the electric iron 
business they launched in Milwau- 
kee in 1938. 
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® R. J. Potts-Calkins & Holden, 
Kansas City agency which has 
taken over the Steam-O-Matic ad- 
vertising formerly handled by 
Hicks & Griest, New York, has 
scheduled newspaper advertising 
in the major markets, to be re 
leased as soon as supplies of th¢ 


When you look into 


‘TELEVISION 


take a good look at 


ABC-TV 


Anyone experienced in regular broadcasting knows that the stations owned 
and operated by a network are a strong factor in the efficient operation of that 
network, That’s because the network controls all the time, all the programs, 
all the operating policies of these stations. To an advertiser this means guaran- 


teed time clearance, assured program sequences, regular and intense promotion, 
publicity and merchandising. 
In television, too, owned and operated stations are an important part of the 


network picture. In the chart below, see how the four networks rate on the 
matter of location of owned and operated stations; notice that ABC’s five grants 


are, marketwise, the most strategically located of any network. 


OWNED AND OPERATED STATIONS 


ABC NETWORK X NETWORK Y 

1. New York... New York . ane Se 
2. Chicago sealed didlthdlesadkagncennesssitiie ius 

3. Los Angeles Los Angeles (!4) ................. Sean eral 
RSS See Fy Eee ee 

acs sasshinonehonanse dion 

7. San Francisco...... eexcntiaiatteadcocnstanieads 
8. .... Pittsburgh................. 
.. A Ae 9 re ee Oe 
10. Washington. 

TOTAL POPULATION 
25,242,700 15,346,700 15,331,200 


ABC television, with its own strong stations, plus a fine list of outstanding 
affiliated TV stations across the country, offers unexcelled network facilities. 


sneed Chicago 
Les Angeles 


....Washington 


Cleveland 


23,056,300 


Right now is a good time for advertisers to start making television plans. The 
comparison shown above is only one that appears in ABC’s new television pre- 
sentation. There are others that also will open your eyes. Won’t you call us 
(at no obligation, of course) and let us tell you our complete story? In New York 
our number is Circle 7-5700. 


ABC-T 


The Living Image of America 


American Broadcasting 


Company 


ing list of television users this fall 
with shows on WNBT (NBC) and 
WABD (DuMont). 

Both programs are for the pro- 
prietary drug division, the White- 
hall Pharmacal Co., and placed 
through Dancer-Fitzgerald-Sam- 
ple. 

Kolynos toothpaste will be the 
featured product on the “Small 
Fry” show three days a week 
starting late this month. The com- 
pany will carry 15 minutes of the 
30-minute children’s show thrice 
weekly. General Foods Corp. spon- 
sors “Small Fry” one day a week 

On Oct. 3 “Mary Kay and 
Johnny,” a DuMont-developed pro- 
gram, starts on WNBT under the 
sponsorship of Kolynos and Anacin 
Other stations may be added later 
for this 20-minute show. 


Coffee Bureau Plans Drive 

During 1949, working from 4 
per-bag assessment of 10¢ instead 
of the previous 2¢, the Pan-Ame?r'- 
can Coffee Bureau, New York, w'!! 
spend about $2,000,000 in mag: - 
zines, selective radio, transpo'- 
tation and business paper adve - 
tising. The program calls for fou - 
color ads in Life and The Sati ’- 
day Evening Post, 19,136 comm: '- 
cial announcements on 92 ra. 0 
stations, and _ transportation 
vertising. The theme will be ‘.¢ 
same used in 1948: “Good Thi. gs 
Happen Over Coffee.” Federal A1- 
vertising Agency, New Yok, 
handles the account. 


Gets Giftwares Account 

James Stuart, Wilmington, Del. 
giftwares, has placed its advertis- 
ing with Van Diver & Carly e, 
New York. Consumer publicatic.s 
will be used. 


gue 


new R-500 stainless steel irom Cana 
reach dealers’ hands. National-ecord 
magazine copy, in an extensive lisfhet ano 
of publications, will follow. Deal-foer sai, 
ers will be armed with tie-in dis-hroduc 
play material. 949, a 
Rival announced acquisition offhe shi 
the Steam-O-Matic to the tradethe told 
last week with a full-page business 
paper ad, explaining that produc-f Only 
tion was already under way andbheen | 
assuring dealers that any interrup-bne ne 
tion of service is only temporary.kn olc 
It urges them to feature the Steam-kince 1 
O-Matic during the holiday season,J Ame 
when national advertising will beb78,000 
telling the Steam-O-Matic story tofvear, 
women throughout the country.Rarnes 
Retail price of the appliance is be-f the 
ing cut from $21.95 to $19.95. NPA. 
Rival is opening a separate gen- fwould 
eral office here for the Steam-O- fons a 
Matic division and has thus far as- 84,000 
signed five territories to the former fbredict 
representatives of Steam-O-Matic. Feau’s 
Rival also maintains its own sales frreases 
staff, with district managers injpf disp 
Los Angeles, Chicago and Newfand or 
York. ditori 
papers. 
American Home an 
Buys 2 Video Shows fishers 
. of 801 
New YorkK—American Home 94 pal 
Products Corp. will join the grow- §. 
tional | 
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oreign Newsprint 
ill Capacity Not 
ully Used: Fowler 


MILWAUKEE—There is more than 
nough mechanical capacity to 
atisfy the world demand for news- 
wrint if all facilities could be fully 
itilized, R. M. Fowler, Montreal, 
e., president of the Newsprint 
Association of Canada, told a 
neeting of U. S. newspaper man- 
bgement executives and Canadian 
ewsprint manufacturers here last 
veek. 

The three-day meeting was 
alled to examine the outlook for 
ewsprint supplies. 

Most of the world’s idle news- 
print production capacity is in 
ngland, the Scandinavian coun- 
ries, other parts of Europe and 
he Orient, Mr. Fowler said. The 
problem there, he declared, is 
ainly a lack of pulp, coal and 
abor and a need for minor equip- 
ment repairs. 

Canadian production set a new 
ecord last year and probably will 
set another one this year, Mr. Fow- 
er said. Of Canada’s anticipated 
production of 4,675,000 tons in 
949, approximately 3,950,000 will 
be shipped to the United States, 
e told the conference. 


Only one new paper mill has 
been built in Canada and only 
bne new machine—which replaced 
hn old one—has been installed 
kince 1930, he said. 

American newspapers used 4,- 
278,000 tons of newsprint last 
ear, according to Harold S. 
Barnes, New York, acting director 
f the Bureau of Advertising, 

NPA. He said U. S. newspapers 

ould need an additional 188,000 
ons a year by 1950 and at least 
84,000 tons more by 1960. His 
»rediction was based on the bu- 
eau’s estimates of population in- 
sreases over the next 12 years and 
»f disposable income of consumers, 
ind on the current ratio of 48% 
ditorial to 52% advertising in 
papers. 

Cranston Williams, general man- 
ger, American Newspaper Pub- 
lishers Association, said a survey 
of 801 newspapers showed that 
94 papers would require an addi- 
tional 472,000 tons of newsprint in 
he next five to ten years. 


ABANDON NEWSPRINT 
ILL IN WASHINGTON 


LONGVIEW, WasH.—Construction 
of a newsprint mill designed to 
roduce 40,000 tons a year for a 
syndicate of newspapers in Cali- 
fornia and the Southwest has been 
tiven up after approximately 
$600,000 had been spent on the site. 

The syndicate was headed by 
the Copley Press. Unexpectedly 
high costs of construction and the 
recent death of Col. Ira Copley 
were factors in the change of 
plans. 

As originally planned a year ago, 
the Southern California Associated 
ewspapers (eight Copley papers 
in California headed by the San 
Diego Union and Tribune-Sun) 
made an agrement with Pacific 
Paperboard Co. here under which 
Pacific was to construct buildings 
0 house a newsprint machine and 
operate the plant. 

Early in the development, how- 
ever, the agreement was changed 
and the newspaper syndicate un- 
ertook all construction, E. E. 
lood, president of the paperboard 
ompany, reported. At the same 
ime the syndicate planned, he 
said, to form a new corporation 
hich would borrow money, take 
n additional investors and go 
ahead. In the meantime the design 
pf the newsprint machine, made 
by Moore & White Co., Philadel- 
phia, was altered to raise pro- 
duction from the original base of 
30,000 tons a year to 40,000 tons, 
and additional capital was raised 
through a bank loan. 
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Last Minute News Flashes 


Dunaway Ends Test Drive for Elf and Vanish 

New York—Judson Dunaway Corp., Dover, N. H., is winding up 
a month-long test of a combination offer introducing a new drain 
opener, Elf, with another Dunaway product, Vanish. No consumer 
advertising has been used for Elf, and only Progressive Grocer and 
Chain Store Age were used for the deal’s introduction. Three cans of 
Elf were offered with a dozen cans of Vanish, at regular Vanish prices. 
No decision will be made on Elf’s future advertising until results 
of the distribution have been determined. J. M. Mathes, 


the agency. 


is Maxon, Inc., New York. 


here. 


Inc., is 


Macaroni Makers Seek Funds for Campaign 

Braipwoop, ILtt.—The National Macaroni Manufacturers Association 
will launch a drive Oct. 1 to underwrite an industry-wide promotional 
program for macaroni and noodle products. 
cluded if plans are completed successfully. Robert Green is resigning 
from the industry consulting firm, Glenn G. Hoskins, Chicago, to head 
che campaign, which probably will come up for action at the associa- 
tion’s midyear meeting in January. 


Snow Crop Doubling Its Ad Budget 

New YorK—Snow Crop Marketers, Inc., will launch a fall campaign 
Oct. 14 in newspapers in 25 cities and local cooperative radio programs. 
The company will use four-color ads in three magazines beginning in 
early 1949. Snow Crop spent approximately $400,000 on adver- 
tising last year and expects to double that figure this year. The agency 


Advertising will be in- 


Beau Alarm Ad Appears in N. Y. Newspapers 
NEwarRK—Electro-Protective Corp. last week used its first newspaper 
advertising in New York on behalf of Beau Alarm, a small portable 
siren which can be used for individual protection. The company’s 
future advertising plans are uncertain and will depend on distribution 
of the alarms, now being shipped to department, speciaity and auto 
accessory stores in a number of cities. The company has previously 
made fire and burglar alarms, and operated a protective system in 
New York, Philadelphia and Baltimore. Briggs & Varley is the agency. 


Newspaper Ads Introduce Denture Cleanser 
Cuicaco—Wondertab Corp. has launched a campaign in Illinois and 
Wisconsin newspapers introducing its new Wondertab, denture cleanser 
in tablet form, with copy featuring a non-toxic formula used exclu- 
sively in the detergent-type cleanser. Wondertab is being sold through 
drug stores, on a money-back guarantee. Advertising is handled direct. 


Continental Introduces Hostess Cup Cakes 

New York—Continental Baking Co. is introducing Hostess French 
pastry cup cakes in Milwaukee and Indianapolis using newspapers and 
selective announcements. The campaign will be expanded gradually 
to other cities throughout the country. The agency is Ted Bates, Inc., 


While plans for the new cor- 
poration were in the making, 
Colonel Copley died. The First 
National Bank of Chicago was 
made a co-trustee of the Copley 
estate. It was understood here that 
the Chicago bank was unwilling 
to allow the estate to invest fur- 
ther in the Longview mill. 

Part of the newsprint machine 
is stored in Longview and part in 
Portland. Mr. Flood said he had 
no word from the syndicate on the 
disposal of the machine. 


War Scare Reported 
Behind Nestle Move 
to Colorado Springs 


New YorK—Nestle’s Milk Prod- 
ucts will move its entire office with 
the exception of the eastern sales 
division to Colorado Springs with- 
in the next 15 to 18 months. The 
company has already bought land 
there and will begin building in 
the near future. 

It is reported that the sudden 
move is caused by the current war 
scare. In 1938 Nestle Alimentana 
of Vevey, Switzerland, the parent 
company, sensing a war, moved its 
files and office personnel to Stam- 
ford, Conn., for the duration. 

It seems likely the parent com- 
pany may now have similar 
thoughts, and picked Colorado 
Springs as a safe place where Nes- 
Cafe, Nestea, evaporated milk and 
atom bombs wouldn’t mix. 


Ad Fraternity Plans 
to Form Alumni Chapter 


Alpha Delta Sigma, national 
professional advertising fraternity, 
is planning to establish an alumni 
chapter in the Chicago area. Mem- 
bership is open to all alumni who 
are now practicing or residing in 
the Chicago area. An invitational 
dinner meet: ig has been scheduled 
tomorrow (Sept. 28) at 6:30 p.m. 
at the Midland Hotel. The chap- 
ter’s headquarters are located at 


172 W. Adams St. 


Lady Esther Ads 
Caution Against 


‘Loose Skin’ Danger 


Cuicaco — Lady Esther Ltd. 
warns women to “Stop loosening 
your skin!” in the opening ad of a 
new fall campaign striking at the 
dangers of some competitive cold 
creams. 

Users of these other brands, the 
copy insists, are in for a shock 
when they make a test of their 
own skin, because it may actually 
be loosened by “destructive rub- 
bing” with other brands. 

The new copy theme, reminis- 
cent of other Lady Esther claims 
which shocked the industry—and 
resulted in both protests and im- 
proved products by some of the 
offenders—is being used in 400 
and 600-line advertisements in 90 
newspapers throughout the coun- 
try, and also will appear in The 
American Weekly, Parade and 
This Week Magazine. These same 
media will be used for the entire 
campaign, in which the cosmetics 
manufacturer will use several other 
themes besides the “loose skin” 
admonition. 

Later this fall, Lady Esther 
probably will launch another drive 
for its Lipcolors, and a third series, 
starting next spring, will push 
sales of Lady Esther face powder. 

Ruthrauff & Ryan handles the 
account. 


‘Parade’ Increases Rates 


Parade, New York, will increase 
advertising rates effective with the 
Jan. 2, 1949, issue. The black-and- 
white page rate will jump from 
$9,850 to $10,450; the two-color 
page from $10,950 to $11,700; four- 
color pages $11,950 to $12,875, and 
back cover from $12,500 to $13,500. 


Appoints Sneider Agency 

The Ulysse Nardin Watch & 
Chronometer Corp. of America, 
New York, has appointed A. M. 
Sneider & Co., New York, to 
handle its advertising. 


A ec erhwerr 


ee 


GOES INTO COLOR—Full-color copy in 
national magazines for the first time and 
emphasis on eye appeal marks the 1948- 


49 advertising program of PictSweet 
Foods, Inc. Ruthrauff & Ryan, Seattle, is 
the agency. 


Petroleum Institute 
Unit Will Advertise 
Oil Progress Day 


New YorK—The celebration of 
“Oil Progress Day” on Oct. 14 is 
the focus of new advertising and 
promotion plans of the Oil Indus- 
try Information Committee of the 
American Petroleum Institute, and 
will entail national and local ad- 
vertising, speeches, “open houses” 
at oil installations, and distribution 
of special literature. 

Copy in oil business papers al- 
ready is outlining how the operation 
should be conducted, and advising 
local oil suppliers of materials 
available from the committee, 
which, along with literature, will 
provide ten “tie-in” advertise- 
ments, five “drop-in” ads, six sug- 
gested radio commercials, and a 
host of specia'ized literature and 
station decorations, most of which 
can also be secured from 12 dis- 
trict committees. 

The OIIC emphasizes that “Oil 
Progress Day” is not intended to 
be a national “Day,” but is calcula- 
ted for local observance. 

Typical national copy is headed 
“Meet the Men Who Broke the 
Records,” and recites the accom- 
plishments of men in research, pro- 
duction, etc., in moving production 
up to its present rate of 90 billion 
gallons a year. Sullivan, Stauffer. 
Colwell & Bayles is the agency, and 
Fred Eldean Organization handles 
public relations. 


Packard Appoints McGill 
Department Manager 


Everett G. McGill has been ap- 
pointed manager of the organi- 
zation and analysis department of 
Packard Motor 
Car Co., Detroit, 
it was announced 
»y Karl M. Grein- 
er, vice-presdent 
and general sales 
manager. 

Mr. McGill was 
formerly head of 


the advertising 
and _ sales. pro- 
motion research 


activities of the 
Ford Motor mar- 
keting research 
department. He also has been asso- 
ciated with Maxon, Inc., and the 
United States Department of Com- 
merce. 


E. G. McGill 


Esso Launches Campaign 


for Auto Lubricants 

Esso Standard Oil Co., New 
York, launches a fall newspaper 
campaign beginning in the North 
on Sept. 27 and expanding south- 
ward the week of Nov. 15. Some 


ads will feature Esso’s complete 
line of ten specialized automobile 
lubricants and others will em- 
phasize how Esso dealers can meet 
winter auto needs. 

The lubrication copy will ap- 
pear in 800 newspapers and the 
winter needs ads in 460 dailies. 
McCann-Erickson, New York, han- 


dles the account. 


Regional Network 
Sets Up Special 
Night-time Shows 


HOLLYwoop—A new regional 
network, the Pioneer Broadcasting 
Co., was formed here last week. 
The 1l-station hook-up of scuth- 
ern California and Arizona ouilets 
will operate between midnight and 


6 a.m., and will be beamed to 
motorists and other nighttime 
listeners. 


The net will not begin opera- 
tions until at least eight sponsors 
have been signed. It now has six 
and hopes for an Oct. 1 start. It 
will be on the air six nights a 
week, taking one night, probably 
Wednesday, for equipment check- 
up. 

Stations signed up in the new 
venture include seven California 
outlets—KGIL, San Fernando; 
KSUN, San Diego; KVOE, Santa 
Ana; KVCB, Blythe; KREO, Indio; 
KPRO, Riverside, and KROP, 
Brawley. There are four in Ari- 
zona: KPHO, Phoenix; KWR2Z, 
Flagstaff; KCNA, Tucson, and 
KYUM, Yuma. Principals include 
Robert Morris, president; George 
Sorenson, vice-president, and Rich- 
ard Minne, secretary-treasurer. 
Brad Browne has been nemed ex- 
ecutive assistant to Mr. Morris. 


® Listener potential is set at more 
than 300,000 nightly. To promote 
its audience, the network has made 
arrangements with all check points 
in the two states to hand out cards 
listing safety regulations on one 
side and member stations on the 
other. Outdoor advertising also 
will be used. 

Station announcers will be em- 
ployed by the network, and sta- 
tions will be allowed five minutes 
each half hour to broadcast wea- 
ther reports, road conditions, news 
and other local information. Head- 
quarters will be located here, with 
transcriptions and records being 
used on leased wires. 


‘Nation's Heritage’ Ups 
Copy Price to $30 


People who subscribe for the 
Nation's Heritage, first issue of 
which will be published in Jan- 
uary by B. C. Forbes & Sons Pub- 
lishing Co. (AA, Sept. 6), will save 
$30 a year in the process. Malcolm 
S. Forbes, publisher, said that the 
single-copy price has been raised 
from $25 to $30. Annual subscrip- 
tions for this bi-monthly magazine 
are still $150. Single copies will 
be sold in book stores. 

Mr. Forbes added that a full- 
page ad in the New York Times, 
direct mail and personal efforts 
have brought “gratifying” sub- 
scription sales, but he refused to 
indicate the number now sold. 
Print order of the first issue will 
be 5,000. “We expect to spend 
$100,000 or more to advertise the 
magazine,”’ Mr. Forbes said, “but 
the main campaign probably will 
not begin until next fall.” 


New Philip Morris NBC Show 
Will Star Ralph Edwards 


Ralph Edwards, in a new show 
called “This is Your Life,” will 
move into the old Mel Torme spot 
on NBC Oct. 19 for Philip Morris 
& Co., New York. This will be in 
addition to his duties for Procter 
& Gamble on “Truth or Conse- 
quences.” 

Meanwhile, Jack Paar, whose 
last job was as summer replace- 
ment for Lucky Strike, is reported- 
ly leading the list of contenders to 
take over as master of ceremonies 
on “Everybody Wins” for Philip 
Morris. Biow Co. handles this 
cigaret account. 


You Get 12 at AA's Price 


The inflation gremlins moved in 
on AA last week and couldn’t re- 
sist raising the price on an eco- 
nomically priced dollar product. 
The Sept. 20 issue of AA mistak- 
enly stated that the Breath-O- 
Lator, consisting of the case and 
two Neutragen wafers, sells for 
$12. The correct price is still $1. 
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Alpha Delta Sigma 
Bases ‘49 Contest 


on Council Drives 


New YorK—Alpha Delta Sigma, 
national honorary advertising fra- 
ternity, will base its 1949 Presi- 
dent’s Cup competition on public 
service campaigns currently being 
carried on by the Advertising 
Council. 

The 29 active chapters, composed 
of 7,575 undergraduate advertising 
students and professionals, will 
submit advertising campaign 
projects based on public interest 
themes to be judged by a panel of 
professional advertising men. The 
panel members will be announced 
later. 

After the award of prizes in the 
1949 contest, projects entered by 
each chapter will be turned over 
to volunteer advertising agencies 
handling the respective Council 
campaigns for use in preparing 
new materials. 


Jackson to Radio Features 

Lowell E. Jackson has resigned 
as president of Monogram Radio 
Programs, Inc., to become execu- 
tive vice-president and sales man- 
ager of Radio Features, Inc., 
Chicago. 


Crane Appoints Kanagy 

Hugh M. Kanagy, a member of 
the sales training department, has 
been appointed assistant manager 
of the advertising and sales pro- 
motion department of Crane Co., 
Chicago. 


Wanted: $50,000 to Invest, 
for Excellent Marketing Data 

WASHINGTON—Wanted, by Com- 
merce Department’s Office of Do- 
mestic Commerce: A philanthropi- 
cally constituted patron of business 
statistics, to finance compilation 
and publication of enormously in- 
teresting and valuable marketing 
data currently buried in unusable 
form in the file cabinets of the 
Social Security Board. 

Tapped for the first time last 
year, the Social Security files pro- 
vided marketing men with impor- 
tant business population figures 
by major trade and _ industry 
groups, for every county in the na- 
tion. Similar material covering 
1947 is to be released later this 
year, but barring assistance from 
business sources, 1948 data cannot 
be compiled and the series must 
then be discontinued for lack of 
funds. 

In informal talks with members 
of the department’s distribution 
council, the Office of Domestic 
Commerce officials say the mate- 
rial could be released in good 
shape for not more than $50,000. 

On the subject of government 
statistics, watch for a substantial 


NO. 3 GIFT 
BOX $4.25 


GIVE 


3 is. FRUIT 
CAKE . $5.25 


nO. 4 GIFT 
BOX . $7.25 


CHRISTMAS GIFTS OF 


GOOD WILL AND PRESTIGE 


This Christmas, give your associates, customers, 
clients and their families gifts that will reflect good 
will for many months. 


Outstanding delicacies in Charlotte Charles Gift 
packages will bring pleasant thoughts of your firm 
at every service. 


It's easy to send Charlotte Charles gift packages. 
Our specially planned Gift Service department is 
equipped to handle all details in servicing executive 
gift lists. Available in a wide assortment of sizes at 
prices ranging from $3.25 to $9.95. 


Your inquiry will bring complete information. 


Makers of America’s finest Brandied Fruit Cakes and Plum Pud 
dings, Napoleon Rum Cakes, 
Ginger Cookies, lee Cream Sauces, Alpine Wine 

Sticks, Mints and other fine delicacies. 


CHARLOTTE CHARLES, INC. 


2910 Central St. 


French Sherry Pralines, 


Evanston, Ill. 


By STANLEY E. COHEN, Washington Editor 


improvement in retail sales figures 
early next year. Commerce De- 
partment’s Office of Business Eco- 
nomics, and Census Bureau are 
both working on improved collec- 
tion and estimating systems which 
would provide monthly dollar fig- 
ures for about 30 lines of activity. 
Currently, the» government issues 
retail sales trends only in terms of 
percentage change, but the new 
studies are expected to provide a 
reliable national dollar figure cov- 
ering all sizes and types of estab- 
lishments. 


FTC’s $375,000 suit against the 
maker of Canadian Ace beer aids 
and comforts O’Hara bill sponsors 
who hope to jam through an FTC 
housecleaning when Congress re- 
assembles. One of the big talking 
points when Congress considered 
the O’Hara bill last year was the 
fact that the penalties for violating 
FTC orders are potentially ruinous 
under existing law. Now FTC seeks 
$5,000 from Canadian Ace for each 
of 147 times that its agents heard 
a Canadian Ace radio jingle which 
allegedly omitted the “Made in the 
U.S.A.” disclaimer required in the 
celebrated cease and desist order 
issued in 1946. 


Some of the more pessimistic ob- 
servers claimthat bureaucratitis is 
already beginning to show up in 
Paul Hoffman’s Economic Cooper- 
ation Administration. This re- 
porter has yet to find concrete evi- 
dence of such a development, bit 
it is interesting to note that ECA 
now has about 1,200 on its payroll, 
and that it is putting out an in- 
creasing number of announce- 
ments about the _ retention of 
people for personnel and other 
housekeeping jobs (danger sign of 
a bureaucratic labyrinth in the 
making). 


** * 


Arthur S. Barrows, Under Secre- 
tary of the Air Forces, is already 
rewriting those renegotiation reg- 
ulations which were distributed 
sub rosa last week (AA, Sept. 20), 
spelling out the types and percent- 
ages of advertising which military 
contractors mayclaim in the proc- 
ess of renegotiation when the gov- 
ernment is attempting to recover 
“excessive profits.” 

When the final version comes 
out in three to six months, chances 
are that it will be far less cumber- 
some and confusing than the ver- 
sion passed around to contractors 


ee 


INDUSTRIAL MARKETING 'S 
INDUSTRIAL MARKET ane BOOK 


190 €. Ohio St, Chicago, ae 


and trade association executives 
(but withheld from the press). Re- 
cently recognized fact is that Con- 
gress never authorized Mr. Bar- 
rows or his intimates to devise a 
formula limiting or describing the 
kinds of advertising admissable in 
renegotiation. Under the law, Mr. 
Barrows must accept any adver- 
tising which is recognized by the 
Bureau of Internal Revenue, and 
the advertiser can sidestep Mr. 
Barrows and go directly to the 
Bureau of Internal Revenue to 
find out what and how much he 
can claim. 


** * 


Greenbelt, the “Tugwell Town” 
just across the district line in 
nearby Maryland, is back on the 
front page. Once promoted as the 
New Deal’s formula for better mid- 
dle class living, the government- 
owned co-op town has prospered 
quietly except for occasional flare- 
ups. Last year, an internal quarrel 
over the operation of local co-op 
stores led to an investigation by a 
hostile House small business sub- 
committee. Currently,Greenbelters 
are making news with a vehement 
fight against the efforts of their 
landlord, Uncle Sam, to raise 
their rents. 


Some of the more experienced 
business groups are already stak- 
ing out legislative objectives for 
the next Congress. Representatives 
of the U. S. Trade Mark Associa- 
tion, meeting with staff members 
of the Senate judiciary committee 
Wednesday, had a series of Lan- 
ham Act amendments strengthen- 
ing the status of certification 
marks—“seals of approval,” such 
as “Sanforized”, “Good House- 
keeping ”—under the law adopted 
two years ago. National Associ- 
ation of Real Estate Boards was 
also sure of its goal:removal of 
federal rent control. 


* * * 


The radio industry will have to 
decide just how far it will ask 
Congress to go in “reforming” the 
Communications Act. With a 
change of administration, Congress 
mght be tempted to go whole hog, 
abolish FCC, and thus create some 
fine new executive openings in 
whatever agency it creates as 
FCC’s successor. The Harness com- 
mittee, “investigating” the commis- 
ion, has begun the build-up for 
such a step with a biased and un- 
fair attack on commission regula- 
tions related to political and reli- 
gious broadcasts. FCC’s actions are 
sometimes hard to understand, but 
they are nowhere near as trouble- 
some as the Harness committee 
and the NAB profess. 


‘Digest’ International 
Sponsors Number 491 


Reader’s Digest International 
Editions reported last week that 
491 advertisers are in the current 
list of advertisers for the 18 edi- 
tions, almost twice the number for 
the previous year. 

An interesting development 
pointed out by J. B. Thomas, vice- 
president, is that foreign adver- 
tisers’ proportions are increasing. 
In the Australian edition only 26 
of the 71 advertisers are American 
companies, and in the French edi- 
tion, 26 of 124 are American. 


Magazine Linage Off 20% 

While magazine advertising 
linage in the first half of 1947 was 
nearly 90% greater than in 1935- 
39, and in the first half of 1948 only 
about 50% over prewar, Publishers 
Information Bureau figures indi- 
cate a linage decline of only 20% 
from 1947, not 40%, as AA re- 
ported from the National Associa- 
tion of Magazine Publishers meet- 
ing last week. 


Sponsors Loyola Telecasts 

Tide Water Associated Oil Co., 
San Francisco, is sponsoring the 
telecasts of the home football 
games at Loyola University, Los 
Angeles, during the 1948 season. 
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Cold and Cough Ads 
Must Never Claim 
Cures, Says NBBB 


New YorK—A guide for adver 
tisers of colds and cough prepara 
tions, designating what may and 
may not be claimed in ads, ha 
been published in the form of a 20 
page bulletin by the National Ret 
ter Business Bureau. 

All advertising claims for prep 
arations offered to comfort suf 
ferers from colds and coughs should 
be limited to the relief of sympto 
and should be explicit as to ths 
kind of symptomatic relief afford 
ed, the NBBB bulletin says. 

According to the booklet, mn 
known preparation may be truth 
fully advertised as having any ef 
fect on the cause or causes of 
cold; as a cure, remedy or effectiva 
treatment for colds or coughs: a 
a preventive of colds or coughs, o 
as preventing the complication 
thereof; as affecting the course o 
duration of a cold or cough, or a 
producing results within a limite 
or specified period of time. 


= The bulletin also discusses the 
advertising of different types o 
preparations including rubbing 
preparations, analgesics, laxatives 
vitamins, cough syrups, nose drop; 
and mentholated cigarets. 

“In the near future,” warns the 
NBBB, “radio stations and pub 
lishers must make decisions on the 
acceptability of advertising claim 
which they will be asked to com 
municate to their listeners o 
readers. To assist advertisers and 
agencies in deciding what they ma) 
properly say and to guide media i 
their determination of what may 
properly be said, the bureau hag 
consulted scientific authorities an 
analyzed more than 50 FTC cease 
and desist orders and stipulations 
relating to cold and cough adver 
tising.” 


Grove Starts Pazo Push 

Grove Laboratories, St. Louis, 
has launched the largest newspa- 
per campaign in its history for 
Pazo ointment and suppositories, 
using 261 dailies, as well as some 
magazines. Harry B. Cohen Adver- 
tising Co., New York, is the agency. 


Hanger Rejoins WOV 

Aaron Hanger, formerly with 
Station WMCA, New York, has re- 
joined the sales department of Sta- 
tion WOV, New York. 
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' Acs!Magazine Blasts 
BB \Liggett & Myers 


r adver 
prepara 


* - 
nay of Digskin Ad Pl 
=, “Pigskin an 
n of a 20 
mal Be-§ New YorK—The October issue 


of Christian Herald contains a full- 
dress, two-color blast at Liggett 
& Myers’ invasion of the high 
school football program field. 
Written by free-lance Kathryn 
Witherspoon, the article is headed 
“They're After Your Teenagers 
Now!” and charges that “till now, 
the cigaret moguls have held back. 


for prep. 
fort suf 
hs should 
ympto 
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ec truthg The question taunting their hun- 
r any etqger for bigger and surer profits 
ses of 4 was this: ‘Just how young can our 


“prospects” be without raising a 
rumpus among the blue-nosed 
educational, health and church 
forces?’ ” 

According to the Herald, Liggett 
& Myers Tobacco Co. “is employ- 
ing a nationwide scheme to use the 
high schools for recruiting smok- 
ers. They are spending a load of 
money to furnish, free of charge, 
eight-page football programs for 
hig# school games. The action 
pictures decorating the covers are 
printed in four colors, and also 
in beautiful color is the big center- 
spread ad for Chesterfield.” 
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® The article reproduces a letter 
from Elmo T. Legg of Don Spencer 
Co., the official national advertis- 
ing representative for the National 


sers and Collegiate Athletic Association, 
hey ma written to an anonymous New 
media ir York high school. The letter be- 
nat may 840, “Within the last few days ar- 
eau hag 7angements have been completed 
ties andy With advertisers under which we 
"C cease ae able to supply you with eight- 
ulation Pase football program forms 
. adver printed on 80-pound stock for all 
your games during the 1948 foot- 
ball season at no cost to you! ... 
Four-color national advertising in 
your football program will add 
. Louis greatly to the appearance, enhance 
newspa-§ the prestige of your publication 
ory for and help you to sell more local ads. 
cam And the savings in costs should 
enable you to show a real profit 
| _—.. this fall.” 

" To interested schools, a subse- 
quent letter enclosed < black-and- 
white proof of the Chesterfield ad, 

ly with data about using the eight-page 
_ has re-§ forms in publishing, and an order- 
t of Sta-J agreement “so we may reserve the 


quantity of eight-page program 
forms you will need .. .” 

“Harebrained indeed,” said the 
Herald darkly, “‘will be high school 
authorities if they allow this subtle 
campaign to nullify the health les- 
sons of the classroom and the 
tradition of clean and wholesome 
sports. Ideals that are sound for 
the classroom and the locker room, 
the playing field and the gym- 
nasium, should be sound too for 
the grandstand. 


® “But doubly foolish will be par- 
ents of teen-agers if they do not 
look into this campaign to subvert 
the health of their youngsters, and 
by a rousing reaction that can be 
heard from Key West to Walla 
Walla, send the promoters of this 
stupid campaign scurrying for 
cover!” 

The only promoter AA could un- 
cover, Mr. Legg of Don Spencer 
Co., had so far not scurried any- 
where, nor was he commenting on 
a rumor that Liggett & Myers is 
withdrawing the high school cam- 
paign. He affirmed that Spencer 
is the NCAA’s advertising repre- 
sentative, but declined to name 
other advertisers using the sched- 
ules, to say whether another cig- 
aret company was involved, or to 
disclose further action. 

_ Ford Stewart, the muscular pub- 
lisher of Christian Herald, said it 
planned no further articles on the 
subject. He also heard the report, 
but not officially, that the cam- 
paign would be withdrawn. He 
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KELVINATOR FOLLOWS THROUGH—This full-color page, scheduled for the Oct. 4 
issue of Life and Oct. 23 issue of The Saturday Evening Post, follows up an August 
magazine page and September radio promotion for the Kelvinator division’s home 
freezer. This copy devotes a section to the freezer, along with other kitchen units. 


said the magazine had been struck 
with “the extremely bad taste in 
using that approach.” Christian 
Herald carries neither cigaret nor 
liquor advertising. 


Advertest Offers 
New Television 
Research Service 


New Brunswick, N. J. — Ad- 
vertest Research announced last 
week a new television research 
service in the New York metro- 
politan area, based on a series of 
specially constructed panels to be 
used in measuring listening habits 
and listener reactions. 

The company said it expects to 
establish test panels soon in Phila- 
delphia and Washington, where 
the service is to be extended. Ad- 
vertest has been operating three 
test panels in the New York area 
since June, and reports finding set 
owners highly cooperative. 

The panel service is being of- 
fered to New York stations on a 
yearly basis, with weekly reports 
to be supplied. Separate panels are 
to be used for each contracting 
station. Several have already used 
the service experimentally to 
measure reaction to program ideas. 

Advertest maintains offices at 
133 Albany St. here and at 605 
Broad St., Newark. 


Austrian Leaves FC&B; 
Pryor Replaces Him 


Ralph B. Austrian has resigned 
as vice-president in charge of tele- 
vision for Foote, Cone & Belding, 
New York. One of the pioneers of 
video, he left the agency because 
of “irreconcilable differences of 
opinion.” He was president of RKO 
Television Corp. before joining 
FC&B. 

Roger Pryor, who has been in 
charge of television production at 
FC&B since October, 1947, has 
been named television director of 
the agency’s New York office. 


Aborn’s Coffee Campaign 
Set for 31 Markets 


Arnold & Aborn, New York, will 
begin a newspaper campaign late 
this month for Aborn’s coffee in 
31 markets in New York and 
New England, through French & 
Preston. 

Along with the newspapers, 
Aborn will continue to use radio 
in 24 markets in the same area, 
including metropolitan New York. 


Publishes Directory 

The Iowa Development Commis- 
sion, Des Moines, has published a 
“Directory of Iowa Manufactur- 
ers,” listing the products, firm 
name and location of Iowa manu- 
facturers. The price is $1 a copy. 


Gets Doughnut Account 


Dunk Donuts, Inc., Detroit, has 
placed its advertising with Her- 
shey-Paxton, Detroit. A campaign 
for its 38 varieties of doughnuts 
will be conducted in local news- 
papers and direct mail. 


‘Radio-Cratt' Changes Name 

Beginning with the October is- 
sue, Radio-Craft, New York, will 
change its name to Radio-Elec- 
tronics. 


CKLW Advances Wardell 

E. Wilson Wardell has been ap- 
pointed sales manager of Station 
CKLW, Windsor, Ont. He has been 
with the station for nine years. 


Precedent Considered 
in Ruling on Patent 


Lawyers Advertising 


WASHINGTON—The propriety of 
promotional efforts by members 
of the Patent Office bar will be 
up for public discussion next week 
as Patents Commissioner Law- 
rence C. Kingsland holds public 
hearings on proposed regulations 
prohibiting the use of display 
space by practicing attorneys and 
agents. 

Formulated during the adminis- 
tration of Mr. Kingsland’s pre- 
decessor, Casper Ooms, the pro- 
posals barring promotional activi- 
ties have been held in abeyance 
during the past 18 months as a 
result of protest from advertising 
and media spokesmen. 


w While the patent advertising 
business amounts to only about 
$300,000 annually, advertising and 
media people insisted in their 
talks with government officials 
that they consider the proposals 
a dangerous precedent which 
might lead to other types of adver- 
tising censorship. 

It is no secret that the rules 
have been patterned to the taste 
of so-called “ethical” members of 
the Patent Office bar, who object 
to the tactics of a few highly 
successful firms which have been 
advertising in rural newspapers 
and pulps. 

As they stand, the proposed 
rules bar as “unprofessional con- 
duct” any type of promotions 
other than business-card notices, 
or routine announcements and 
professional notices. 


@ Specifically prohibited are dis- 
play advertising, circulars, letters, 
ecards and similar materials “to 
solicit business directly or indi- 
rectly.” Specifically allowed are 
“simple professional letterheads, 
calling cards, office signs, simple 
announcements necessitated by 
opening an office, change of as- 
sociation or change of address 
(distributed to clients and 
friends), insertion of professional 
cards, listings in comnion form 
(not display) in a classified tele- 
phone or city directory, and list- 
ings and professional cards with 
biographical data in standard pro- 
fessional directories.” 

The proposals clamping down 
on advertising were first released 
in proposed rules regulating trade- 
mark practice under the Lanham 


71 


Act, which became effective July 
1, 1947. 

But the advertising rules, sup- 
posedly to be effective on Jan. l, 
1948, were suspended after adver- 
tising and media spokesmen 
brought their objections directly 
to W. Averill Harriman, who, as 
Secretary of Commerce, was then 
cabinet officer responsible for the 
operations of the Patent Office. 
(AA, Aug. 4, 1947). 

Following these protests, the 
Patent Office presented an alter- 
nate proposal containing addi- 
tional ldahguage clearly stating 
that professional insertions of the 
business card nature could be in- 
serted in “newspapers, trade or 
professional journals, or other 
publications admitted to second 
class mailing privileges.” 


WSAV Names Slates, Cooper 

J. W. Slates, formerly general 
manager of Station KRKN, Fort 
Smith, Ark., has been named com- 
mercial manager of Station WSAV, 
Savannah, effective Oct. 1. George 
P. Cooper Jr. has been appointed 
local advertising manager. 


$367,500,000 FOR GAS 


Some gasoline bill these Motor-Freight 
Carriers run up! No wonder. Their 
700,000 vehicles travel long distances 
at high speeds—account for 46% of all 
truck-ton miles. Only one advertising 
medium completely covers the rich 
Motor-Freight market—TRANSPORT 
TOPICS, the paper most carriers agree 
ls cosential to theie buchtaag, ]f,000>. 
copies weekly; 45,000 third- 


paid 
Monday distribution. 


@ 


Grausport Copics 


The National Weekly of the Motor-Freight Carriers 


Washingten 6, D.C. 


If you're interested in high notes— 
bank notes—it’s the one on the right. 
He spends one of the highest 

incomes among all big magazines on 
everything for his home and his family. 
BH&G screens him for you because 
our 100% service content on 

better living meets completely 

his interest in his home and family. 


America’s First Service Magazine 
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A TRADE BO. 


Vee. YOU write that trade ad! Why? Because there isn’t 
a more important job you can do for your client. 


Sure, the cost of your trade advertising page 
may beonly $250 but the VALUE of that space may be $2,000,000 _ 
or $20,000,000 worth of potential business to you. 


Just stop and thik. One dealer 
is worth a thousand customers. That’s an a tatement. 
The dealer stocks and sells hundreds-ef preducts. 
He moves those products — through his own local advertising 
or through sales efforts across the cotnter.. 
Somebody sells the dealer and the dealer sells the product. 


Your big investment in creating consumer demand 

is successful only to the extent 

that you win and influence the dealer first. 

_ He can make or break the sale at the retail counter. 
Your trade advertising is the vital insurance you write 
for the success of your national advertising. 

Will you send a boy to do this man’s job? 


As important as your message to the trade 
is the publication in which it rides! 


Available to advertisers Specialized Merchandising Magazit 
in each of twelve major markets is a highly sell-ective , 
Haire monthly trade publication, geared to influence + HOUSE FURNISHING REVIEW - HOME FURNISHINGS MERCHAN| 
the concentrated buying power of its specific field 

... the prime distribution channel that helps move merchandise. + LINENS AND DOMESTICS - CROCKERY AND GLASS JOURNAL 
By delivering an indispensable intensive service 5 g » CORSET AND UNDERWEAR REVIEW + FASHION ACCESSORIES | : 
to the specialized buyers of one field only, each Haire Publication pe ; ; i 
has achieved the position of No. 1 authority. Sine + INFANTS’ & CHILDREN’S REVIEW - HANDBAG BUYER 


Surveys reveal that buyers keep their copies of + LUGGAGE & LEATHER GOODS + NOTION AND NOVELTY REVIEW 
Haire Publications for an average of 150 days; fae 


over 20% keep their copies for a year or longer Be ae + AIRPORTS & AIR CARRIERS - COSMETICS AND TOILETRIES 
for constant reference. * ? : ; | 
More than that, there are 4.3 readers for each copy printed! More Effective because They're More Sell-eci: 


HAIRE PUBLISHING COMPANY. 1170 BROADWAY, NEW YORK 1 «BOSTON - PITTSBURGH - CHIGAGG > DETROIT « ST. LOUIS - LOS.ANGELES - ATLANTA~ LONDON 
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